Advertising Age 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lll., under the act of March 3, 1879. Copyright, 1955, by Advertising Publications, Inc. 


May 30, 1955 
Volume 26 * Number 22 
15 Cents a Copy « $3 a Year 


CHICAGO 11 * Published Wkly ‘et 
200 E. Illinois St. » DE 7-5200 

NEW YORK 17 

480 Lexingten Ave. « PL 6-0404 


‘Make Us Offer’ Request Raised 
Only Philadelphia Eyebrows-D-F-S 


PHILADELPHIA, May 26—A tele-! been filed the night before in Chi-| © 


gram which a member of local 
stations interpreted as an attempt 
by Dancer-Fitzgerald-Sample to 
obtain rate discounts for a radio 
spot campaign led this week to a 
telegraphed reply signed by 10 
Philadelphia _ stations, referring 
D-F-S to their published rate cards. 

Ten radio stations in this area 
received a night letter from D-F-S 
Saturday morning May 21. It had 


Slash in Funds Will 
Delay Census Data, 


Says Sinclair Weeks 


WASHINGTON, May 24—Com- 
merce Secretary Sinclair Weeks 
warned today that publication of 
the new census of business, manu- 
factures, mineral industries and 
agriculture will be indefinitely de- 
layed unless Congress restores the 
Slashes in the Census Bureau 
budget which were inflicted by 
the House appropriations com- 
mittee. 

Without any explanation, the 
committee last week cut $650,000 
from the $4,650,000 requested by 
the Census Bureau to complete its 
tabulation and publication of the 
censuses of business, manufac- 
tures and mineral industries. It 
also cut $500,000 from the fund 
for completing the 1955 Census of 
Agriculture. 


# In an appeal to the Senate ap- 
propriations committee, Secretary 
Weeks recalled that the Census 
Bureau had planned to begin pub- 
lication of the results of the 1955 
censuses before the end of this 
year, an achievement which would 
give the census tabulations some 
of the freshness of a current: sta- 
tistics program. 

He told the committee that the 
commitments for speeded tabula- 
tion will have to be discarded un- 

(Continued on Page 45) 


cago and read as follows: 
“Please make us offers on nine- 


week budgets of $8,151; $4,075.50) | 
and $2,117 run of station spots.|' 


Prefer 50% one minutes. Also 50% 
of total spots Saturday and Sun- 
day. Weekdays prefer between 7-9 
am. and 11:30 a.m.-1:30 p.m. 
Contracts will go to stations offer- 
ing best buy and coverage. Deci- 


sion will be reached before the : 


end of next week.” 
The wire was signed, “Harry C. 


Pick, media director, Dancer-Fitz- 


gerald-Sample.” 


® Apparently the stations spent 
Monday mulling over the telegram 
and its implications. On Tuesday, 
May 24, a reply went out signed by 
nine stations—KYW, WFIL, WIP, 
WPEN, WDAS, WHAT, WFLN, 
WIBG and WJMJ. 

It read: “Re your request to cer- 
tain Philadelphia radio stations for 
‘offer’ for nine-week campaign on 
behalf of unnamed account, the 
Philadelphia radio stations signing 
this wire do not make offers but 
adhere strictly to rates published 
in SRDS. Our respective sales rep- 
resentatives will call you, there- 
fore, to explain how to make best 
use of individual stations. Radio is 
Philadelphia’s lowest cost mass 
medium.” 

Wednesday, a second telegram 
went out from Chicago over Mr. 
Pick’s signature, saying: 

“Kindly ignore earlier wire 
which was misleading in our hur- 
ried attempt to gather information 
quickly. We are asking your rep- 
resentatives in Chicago for an- 
nouncement availability including 
your regular saturation plan. This 
is an important campaign which 
we want to get on the air in a 
hurry.” 


® In Philadelphia, a spokesman 
for WCAU, which did not sign the 


(Continued on Page 45) 


ANA Issues Analysis 
of Anti-Trust Action 


New York, May 25—A legal 
analysis of the anti-trust action 
initiated by the Department of 
Justice, involving the American 
Assn. of Advertising Agencies and 
five media associations, has been 
sent to the membership of the 
Assn. of National Advertisers. The 
analysis was prepared by Gilbert 
H. Weil, ANA general counsel. 

In forwarding it to ANA mem- 
bers Paul West, the association’s 
president, pointed out that the le- 
gal analysis was prepared in ac- 
cordance with ANA’s traditional 
policy of informing members of 
significant developments affecting 
advertising. 


s Here is the text of the analysis: 


On May 12 the Department of Justice 
filed a complaint alleging anti-trust vio- 
lations against AAAA, ANPA, PA of NYC, 
ABP, PPA and APA. 

It followed more than a year of inves- 
tigation of the advertising industry by 


the department, and concerns itself pri- 
marily with standard agency commissions 
and recognition procedures, alleging that 
they have been the subject of unlawful 
combinations in restraint of trage, in vio- 
lation of Section 1 of the Sherman Act. 

The specific practices as to which the 
Department of Justice alleges there has 
been unlawfully concerted action are: 

1. Uniform standards for recognition of 
advertising agencies. 

2. Refusal of credit and commissions to 
non-recognized agencies. 

3. Refusal of trade association mem- 
berships to non-conforming agencies. 

4. Refusal of recognition or commissions 
to agencies which rebate or split their 
commissions with national advertisers. 

5. Refusal of recognition to house 
agencies or agencies controlled by or 
affiliated with media, printing or en- 
graving establishments. 

6. Charging of gross rates by media to 
direct advertisers. 

7. Agreement amongst media that they 
will not depart from their published ad- 
vertising rates. 

8. Fixing and maintaining agency com- 
missions at 15% of media's gross adver- 
tising rate. 

9. Refrainment by agencies from com- 


(Continued on Page 22) 


“Ym seresistibly clrawn io the wem ute * 4 


IT’S A Girt—This is the seventh in 
the scries of eye-and-lips ads in 
the two years since Jayson shirts 
introduced the piece of face. This 
time a reader can outline the face 
by connecting the numbered dots. 
The color page runs in Life, Dec. 
5. Alfred J. Silberstein—Bert Gold- 
smith Inc, is the agency. 


ABP Resolution 
Is ‘Soft’ Reply to 
Government Suit 


Hot Sprincs, Va., May 26—The 
Associated Business Publications, 
holding its annual meeting here, 
adopted a resolution on the subject 
of the suit filed against it by the 
Department of Justice charging 
violation of the anti-trust law 
through its agency recognition sys- 
tem. 

The resolution was conciliatory 
in tone, indicating a desire to dis- 
cuss with the department possible 
solution of the problem involved. 

The resolution read as follows: 
“The members of this association 
in the annual meeting held this 
26th day of May, 1955, have given 
careful and thorough consideration 
to the pending suit filed against it 
by the Department of Justice, al- 
leging violations of the federal an- 
ti-trust laws. 

“It is our firm belief that all 
practices of the association have 
been consistently in keeping with 
the law. They have always been 

(Continued on Page 41) 


To Pay or Not to Pay... 


» "Don’t Be Ashamed of 


TV Ads, Kintner Says 


Basic Study Will 
Precede Congress’ 
Probe: Magnuson 


WASHINGTON, May 26—In an un- 
unscheduled appearance before the 


> |NARTB convention, Sen. Warren 


Magnuson (D., Wash.), chairman 
of the Senate interstate commerce 
committee, soothed broadcasters’ 
nerves somewhat with an an- 
nouncement that committee hear- 
ings on the industry will not be 
held until sometime after the re- 
cess of Congress. 

In a_ generally’ conciliatory 
speech, Sen. Magnuson gave a 
quick rundown on the scope of 
the inquiry. It will cover, he said, 
the state of competition in the in- 
dustry, the availability of programs 
to stations, the position of the net- 
works and the relations between 
networks and stations and the 
problems of u.h.f. tv outlets. It al- 
so will “seek to reappraise” the 
FCC’s procedure for allocating tel- 
evision channels. 


" A basic study of these matters 
will precede the hearings, Sen. 
Magnuson said. He assured the 
radio-tv people that, in his judg- 
ment, the problems “are not the 
result of any ‘villain,’” but of 
growth and technological develop- 
ment. 

Sen. Magnuson said he saw how 
the broadcast medium might “roll 
along” to the point where Congress 
would call it a common carrier. But 

(Continued on Page 41) 


ABC Head Urges NARTB 
to Rebut Criticism by 
Proponents of Toll TV 


For other news and pictures of 
the NARTB convention see Pages 
2, 3, 8, 17, 24, 28 and 41. 


WaAsHINGTON, May 26—Subscrip- 
tion television, as was expected, 
proved to be the most controversial 
topic at the 33rd annual convention 
of the National Assn. of Radio & 
Television Broadcasters here this 
week. 

Robert E. Kintner, president of 
the American Broadcasting Co., 
sounded the strongest note for the 
opposition. Mr. Kintner urged 
broadcasters to fight back against 
criticism of advertising, particu- 
larly the deprecating remarks 
made about commercials by the 
subscription tv forces and the in- 
tellectuals. 

The ABC head said he saw no 
reason why television should be 
ashamed of its advertising. j 

“There are fewer commercials on 
tv than in books and magazines,” 
he added. 


® Morever, Mr. Kintner is con- 
vinced that the American people 
like commercials. He cited a study 
made by his network, in which 
88% of the 800 persons interviewed 
reported that they find tv com- 
mercials informative and interest- 
ing. 

The network executive predicted 
that the advent of pay tv will mean 
the destruction of advertising in 


(Continued on Page 41) 


Magazines Net Is Still 2.8% of Sales, 
Thanks to Tax Decline, MPA Is Told 


WHITE SULPHUR SPRINGS, W. VA., 
May 24—The public relations of 
the magazine industry, circulation 
problems and the costs-vs.-earn- 
ings dilemma held top billing at 
the Magazine Publishers Assn.’s 


Last Minute News Flashes 


B&B Joins Johnson Agencies; Wax Maker Names 2 
RACINE, Wis., May 27—Following development of a new product 
responsibility plan in its marketing department, S. C. Johnson & Son 
has added Benton & Bowles to its list of agencies, to handle the new 
Johnson electric polisher-scrubber, Johnson’s paste wax and Johnson’s 
Jubilee kitchen wax, all formerly handled by Needham, Louis & Brorby. 
NL&B continues to handle Glo-Coat, Pride furniture polish and all in- 
dustrial and maintenance products. Foote, Cone & Belding continues 
to handle all Johnson automotive products, plus Beautiflor (from NL& 
B). Stuart D. Watson, Johnson’s ad and merchandising director, also 
announced the appointments of Douglas L. Smith, formerly account 
executive at Batten, Barton Durstine & Osborn, as advertising man- 
ager and William M. Schmick, formerly senior brand manager at 
Procter & Gamble, as product manager for automotive products. 


New Ageney Is Sought for Breck Shampoo 


SPRINGFIELD, Mass., May 27—John H. Breck Inc., manufacturer of 
Breck shampoo and other hair preparations, is holding conversations 
with other agencies, AA learned today. Charles Sheldon Inc., Spring- 
field, which has had the account for 18 years, is the current agency 


for Breck. 


(Additional News Flashes on Page 45) 


annual meeting, which ended here 
today, 

Walter D. Fuller, chairman of 
Curtis Publishing Co. and re- 
elected chairman of MPA, told the 
group that the past year has seen 
“wider acceptance of our basic 
principle of postal service” than 
heretofore. 

Mr. Fuller told the publishers 
that he still feels that the problems 
of the postal service can be solved 
by “people of good will”—in or 
out of Congress—provided they 
approach the problems free of 
prejudice, preconceived ideas and 
considerations of political expedi- 
ency. 

Mr. Fuller reported that a new 
top level committee will be named 
to study the problem of field sell- 
ing (a committee comparable to 
the group which produced the Cen- 
tral Registry Bureau in 1941). And 
he commended the recently con- 
cluded editor-educator conference 
sponsored by MPA. 


® He said he feels that definite 
steps should be taken to acquaint 
advertisers and agencies with the 
position and functions of maga- 
(Continued on Page 4) 
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Mahoney Lashes 
Radio Men on 
Rates, Ratings 


‘Monitor’ Type Format Is) 5 


Disdained by CBS, ABC; 
Mutual Has One Like It 


WASHINGTON, May 25—One of 
the quietest conventions of the 
National Assn. of Radio & Tele- 
vision Broadcasters in recent years 
—from the radio standpoint—was 
delivered a haymaker today by 
David J. Mahoney, who told the 
radio men: “Radio isn’t dying, but 
old-fashioned radio is dead.” 

Mr. Mahoney, youthful president 


NARTB Meeting 


of David J. Mahoney Advertising, 
New York, lashed out at the audio 
broadcasters with criticisms of 
their rate practices, their rating 
measurements, their poor pro- 
gramming, their sales promotion 
mailings and their “television 
psychosis.” In response, he got an 
ovation from the broadcasters. 
Speaking at a special “Radio 
Day” session, Mr. Mahoney espe- 
cially hit the “psychosis” aspect. 
“Let’s stop selling against our 
newer sister, and thus tying the 
family bonds of radio and televi- 
sion closer,” he urged. “If I were 
(Continued on Page 42) 


Oust Publishers 
from IARI Board, 
Putman Urges 


CuiIcaco, May 24—No publisher 
or representative of any publisher 
should be a trustee of the Indus- 
trial Advertising Research Insti- 
tute of the National Industrial Ad- 
vertisers Assn., Russell L. Putman, 
president of Putman Publishing 
Co., Chicago, said last week, de- 
spite the fact that one of the 
nominees for trustee works for his 
company, 

In a letter to members of the 
IARI, Mr. Putman said no pub- 
lisher or publisher’s representative 
should hold any position in IARI 
where he can strongly influence 
policy decisions. Certain publish- 
ers, he charged, have brought 
heavy political pressure on IARI 
to influence the group to sanction 
“certain types of so-called re- 
search that favor such publishers 
in their selling of advertising to 
industrial advertisers.” 


® Although this so-called research 
has been proved fallacious, mis- 
leading and non-dependable time 
and time again, Mr. Putman con- 
tinued, it is frequently labeled as 
validated and dependable and so 
used as promotion by such pub- 
lishers. 

IARI, he said, was conceived and 
founded to serve the best interests 
of the industrial advertising buy- 
er. He added that it was his con- 
viction that only industrial adver- 
tising buyers should be IARI 
trustees. 

“Can you imagine the Assn. of 
National Advertisers permitting 
publishers to influence policies for 
the association’s activities?” Mr. 
Putman said. 

George W. N. Riddle of the Put- 
man company is a candidate for 
trustee. If he is elected, he will 
fight to eliminate all publishers 
from the board including himself, 
Mr. Putman said, in explaining 
why he approved Mr. Riddle’s 


(DONT) DO IT YOURSELF—This warn- 
ing to householders will be run in 
June in The Saturday Evening 
Post and This Week Magazine by 
Kennecott Copper Corp. It urges 
householders to play sdfe by let- 
ting an electrical contractor make 
additions and repairs to household 
wiring. Cunningham & Walsh is 
the agency. 


Florist Group Plans 
$1,250,000 Push; Asks 
Upgrading of Sales 


PHILADELPHIA, May 24—The Flo- 
rists Telegraph Delivery Assn. ex- 
pects to sell about $44,000,000 
worth of flowers at retail in 1955, 
as against $10,000,000 in 1945. 

Total estimated expenditures for 
this year will represent about 6,- 
000,000 individual orders for cor- 
sages, plants, sprays, baskets, etc. 

To help increase spending by 
the consumer, the Florists Tele- 
graph Delivery Assn. plans to 
spend about $1,250,000 on promo- 
tion this year. 

This will be spent on radio and 
tv, newspapers, car cards and on 
a local co-op basis in virtually ev- 
ery market in the nation, 

To acquire these promotional 
funds, FTD takes 20% of each 
order sent by the originating flor- 
ist. 4 
s Edward Ludwig, Pittsburgh, 
president of the association, told 
the press that 11,000 members are 
“poor salesmen.” 

They have yet to learn how to 
upgrade orders, but they are 
learning, he said. 

He said FTD field men find that 
most florists have a hard time 
spending the $15 the association al- 
lows them for each test order. 

Grant Advertising, New York, 
handles the florist group’s account. 


Willigan, Woehlke Made V.P.s 

Robert T. Willigan, in charge of 
the supplement department of Mo- 
loney, Regan & Schmitt, New 
York, and L. Paul Woehlke, senior 
salesman, have been named v.p.s. 


John Esau Joins ‘TV Age’ 

John Esau, formerly president of 
KTVQ, Oklahoma City, has joined 
Television Age, New York, as gen- 
eral business manager. 


: Ah A. Berle Says. 


New York, May 25—A group of 
representative American business 
leaders listened today to a uni- 
versity professor’s contention that 
about 65% of the country’s indus- 
try functions under a planned 
economy, with free competitive 
enterprise operating only within 
the limits prescribed by interna- 
tional, federal, state and self-im- 
posed stabilization agreements. 

Citing as examples the copper, 
aluminum, sugar and petroleum 
industries, A. A. Berle Jr., profes- 
sor of law at Columbia University 
and former Assistant Secretary of 
State, told his audience that the 
20th century and its economic and 
social developments have made it 
necessary for them to think along 
political lines in maintaining and 
developing the economy. The oc- 
casion was a luncheon bringing to 
a close a three-day top manage- 
ment conference sponsored by the 
American Management Assn. 

Noting that pure scientific re- 
search in Western Europe is to- 
day ahead of that being carried 
on in the U. S., Prof. Berle urged 
his hearers to make greater use of 
this factor in resolving the social 
and political problems that face 
business today. 

“The new economy,” he said, 
“must be individually, rather than 
merely statistically, just. 

“It must take care of area and 
local trouble spots...When you 
consider an advertising campaign 


Is your wife a Corporation? 
—— 
| | 1 


Sa aes ae 


Bat: Re JOURNAL 


SPOUSE INC.—This page for Ladies’ 


Home Journal, 
theme—“Is your wife a Corpora- 
tion?”—will be used in June 5 
editions of the New York Times, 
New York Herald Tribune and 
Chicago Tribune. Batten, Barton, 
Durstine & Osborn is the agency. 


using its new 


to sell a product that perhaps 
shouldn’t be sold,” he cautioned, 
“remember that there is more to 
think about than your own desire 
to push over the world.” 

Earlier, other speakers had 
stressed development of communi- 
cations among key personnel and 
increased future responsibilities of 
marketing executives as challenges 
industry must begin to face. 

¢ 
® Relationships among human 
beings, rather than subsidiary div- 
idend payments to parent compa- 
nies, are the cornerstone on which 


(Continued on Page 6) 


Davy Built Himself a Legend,’ But 
Court Must Decide Who Owns Deed 


BALTIMORE, May 25—Manufac- 
turers using the Davy Crockett 
name on their products are caught 
today in the crossfire of a three- 
cornered legal hassle. 

Issues in dispute are: Do you 
need a license to use the Davy 
Crockett name? If you do, from 
which company should you get the 
license? 

The answer may come as a re- 
sult of two suits filed in federal 
district court here. 

The defendant in both suits is 
Davy Crockett Enterprises Inc., 
Baltimore, successor to Morey 
Schwartz & Associates, a company 
which registered the trademark, 
“Davy Crockett Frontiersman,” 
back in 1947. 

The Baltimore company has 
licensed 12 manufacturers to make 
Davy Crockett clothing, and it is 
issuing stern warnings to all ap- 
parel makers that they face legal 
prosecution if they use the Davy 
Crockett name without a license or 
with a license from anyone else. 

Walt Disney Productions, which 
has licensed more than 60 manu- 
facturers to make Walt Disney 


nomination. 


FRESH AS A DAISY—No copy—just daisies to imply freshness—appears 
on the background section of this rotary bulletin for Lovers Lane 
frankfurters, product of Seitz Packing Co., designed to emphasize 
the product’s quality story. The bulletin was erected by Stalcup Inc., 
Kansas City, Mo., through Ayers, Swanson & Associates, Seitz agency. 


Davy Crockett articles, is respon- 
sible for one of the suits against 
the Baltimore company. Disney is 
asking the court to rule that the 
name, “Walt Disney Davy Crock- 
ett,” is a special and unique crea- 
tion, different from the historical 
Davy Crockett. 


® And then there is Rudin & Roth, 
New York hosiery producer, which 
uses the Davy Crockett name with- 
out any license whatsoever. It is 
also suing Davy Crockett Enter- 
prises, claiming that the Baltimore 
company has no valid right to the 
name because of “abandonment” 
and “non-use.” Rudin & Roth also 
contends that no one can have an 
exclusive right to the name, be- 
cause Davy Crockett, as an his- 
torical personage, is in the public 
domain. 

Davy Crockett Enterprises de- 
clares it is willing to take on all 
comers. It denies abandoning the 
name, and it maintains, “There are 
thousands of historical names 
presently under trademark protec- 
tion.” 


® The Baltimore company ran a 
page ad in the Daily News Record 
last week reiterating its warning 
to clothing manufacturers. The ad 
stated: 

“We are not clairvoyant. We did 
not dream in 1947 that Walt Dis- 
ney in 1954 would dazzle the pub- 
lic by resurrecting the Davy 
Crockett story. Walt Disney Pro- 
ductions might be a goliath of 
financial success and power, but 
fortunately these are not criteria 
of legal justice in the U. S. The 
power of the trademark law of the 
U. S. is on our side.” 

The ad listed the 12 companies 
licensed to use the Davy Crockett 
name, calling them “the only firms 
in the U. S. legally entitled to use 
the Davy Crockett identification 
on clothing.” 
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‘LHJ Tries New 
Ad Motif: Wives 
Are ‘Incorporated 


PHILADELPHIA, May 24—Last fall 
the Ladies’ Home Journal gave a 
new twist to its 12-year-old and 
oft-quoted slogan, coming up with 
an advertising series subhead: 
“Never underestimate the power of 
the No. 1 magazine for women...” 

But the headline in the Journal’s 
current campaign is a complete 
switch. 

“Is your wife a corporation?” 
it asks. Using cartoons to illus- 
trate its reply, the Journal’s copy 
gently asserts that wives are cor- 
porations—and most of the of- 
ficers, too. 

In an ad scheduled to run June 
5 in the New York Times, New 
York Herald Tribune and Chicago 
Tribune, the Journal proves that a 
wife is a corporation. 

The cartoon series this year is 
being interspersed with more seri- 
ous ads, in approximately the same 
consumer and trade media, stres- 
sing the editorial excellence of the 
Journal. A series of 14 ads have 
been scheduled for 1955. 


® Including business paper ads, 
consumer ads and heavy direct 
mail and merchandising promo- 
tions, the Journal will spend an 
estimated $1,000,000 this year to 
help boost its position as No. 1 
woman’s magazine in the country. 

To prove the success of Journal 
promotion—and the improvement 
in its editorial quality and quan- 
tity, the magazine cites its total ad 
revenue for the first six months of 
this year—$11,529,068.50, an in- 
crease of 11.6% over the 1954 total. 


® This acceleration in business 
began nine months ago, Richard 
Ziesing, v.p. and advertising di- 
rector, says. He expects it to con- 
tinue through the year. The rev- 
enue gain in the first six months 
of this year totals 37% over the 
same period last year. 

Highlighting the period was the 
biggest March issue in the maga- 
zine’s 72-year history, with total 
advertising revenue of $2,525,262. 
Linage gains followed a parallel 
course, with an increase of 11.2% 
over last year. The January issue 
showed a 9.5% increase; February, 
5.6%; March, 22.4%; April 2.5%; 
May 14%, and June 15.1%. 

Batten, Barton, Durstine & Os- 
born is the Journal’s agency. 


Winchester to Sell 


Guns on Payments 


New Haven, May 25—A meeting 
of salesmen of the arms and am- 
munition division, Olin Mathieson 
Chemical Corp., heard today that 
effective June 15 it will be possible 
for consumers to buy Winchester 
firearms on a time payment plan. 

Aimed at what the company calls 
“the booming leisure-time market,” 
the plan involves a minimum 10% 
down payment, with the balance 
spread over six to 20 months. 

Sales Manager J. T. Boone says 
the plan has two major objectives. 

“We aim to equip our dealers 
with a modern selling tool—con- 


;sumer credit—to enable them to 
'compete on equal terms with sell- 


ers of other types of goods offered 
on the instalment plan,” he said. 
“We also feel a time payment plan 
would broaden the dealer’s market 
by making it possible for more 
people to afford firearms.” 


Nicholson Joins WNBF 


Henry “Nick” Nicholson, for- 
merly commercial manager of 
WINR, Binghamton, N. Y., has 
joined WNBF, Binghamton, as 
radio sales manager. 
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‘Operation Shower’ 
Is Theme of Third 
Push by U.S. Steel 


PITTSBURGH, May 24—U. S. Steel 
Corp. has launched its third major 
retail promotiun, “Operation Show- 
er 

Following last year’s “Operation 
Snow Flake” and _ this spring’s 
“Operation Wife Saver,” the cur- 
rent campaign is a June bride pro- 
motion featuring the theme: 
“Shower the bride with gifts of 
steel.” 

Nationally, the campaign will be 
supported with four-color spreads 
in the June issues of Farm Journal 
and Ladies’ Home Journal and the 
summer edition of the quarterly 
Bride’s Magazine. Commercials on 
the “U. S. Steel Hour” on ABC 
television also are being used. 

“Operation Shower” ads feature 
an umbrella from which are sus- 
pended pots, pans, cutlery, clocks 
and other housewares made of 
Steel. 


= Extensive merchandising tie-ins 
have been arranged with retailers. 
To encourage participation, U. S. 
Steel is running pages in Hardware 
Age, Housewares Review, National 
Furniture Review and Retailing 
Daily. 

Two mailings have been directed 
to 1,600 department stores, 23,000 
independent hardware dealers, 5,- 
000 credit jewelers and 600 whole- 
sale hardware dealers. In addition, 
U. S. Steel has contacted 150 man- 
ufacturers. 

Retailers participating in the 
promotion receive merchandising 
kits consisting of (1) a laminated 
counter easel bearing the “Shower” 
symbol and copy, (2) giant mer- 
chandising tags which can be used 
as mobiles or side cards for window 
display, and (3) a brochure with 
suggested display arrangements. 

Batten, Barton, Durstine & Os- 
born, New York, is U. S. Steel’s 
agency. 


Shohet-Meyer Gets Account 

Tourinns Motor Courts Corp., 
Mount Vernon, N. Y., has ap- 
pointed Shohet-Meyer Advertising, 
Yonkers, N. Y., to handle its ad- 
vertising and promotion. Newspa- 
pers, magazines and 24-sheet post- 
ers will be used. The courts are 
located in several eastern seaboard, 
southern and midwestern states. 
Tourinns formerly handled its own 
advertising. 


Gea boes .-- KEES 


fer the Alfred Polers Research, Ime study of * The Audeences of Nome Magazsnes” 


The Politz audiences show af the current rates 


delivers women readers 
at less cost than any of the 
other major magazines. 


>: s 


Yes Good Houseteceping delivers women readers ot slower 

cost than the other mayor magazines But even more 7 

important is the attitude of these women towerd the 

magazines they reed May we show you “Women and Adverumng” 


4 motivenonal study thet powts up the difference between 


numbers and customers 


Uy you tee! te sc// women proktably—ase 


1 ae tee ee te 


WHOSE STUDY?—Good Housekeeping 
takes advantage of a study car- 
ried out by Alfred Politz Research 
for Look, to announce that it “de- 
livers women readers at less cost 
than any of the other major mag- 
azines”—including the one that 
sponsored the survey. Through 
Anderson & Cairns, New York, the 
full page ran in the New York 
Times, New York Herald Tribune, 
Wall Street Journal and Chicago 
Daily News. 


SOMETHING BORROWED, SOMETHING STEEL—Tying in with U. S. Steel’s 
“Operation Shower,” the Abraham & Straus department store in 
Hempstead, L. I., reproduced in one of its windows ca life-size 
replica of the national ad being used in the promotion. U. S. Steel 
also used the store’s inside display as background for a remote 
commercial on its network television show. 


Rolland Executive Defends, Explains South 
of the Border Publications in June ‘AR’ 


CuHIcaco, May 25—A Mexican 
publisher airs some gripes and 
gives some advice to U. S. admen 
in the June issue of Advertising 
Requirements. 

Fred Cook, assistant to the pub- 
lisher of Rolland Publications, 
Mexico City, answers some com- 
mon queries from U. S. admen 
about circulation, press releases, 
engravings, translation and rates 
for magazines south of the border. 

Mr. Cook first asks admen to 
send their copy in English. Mexi- 
can publishers, he says, prefer to 
do their own translating, because 
the Spanish written in the states 
is not the language used common- 
ly in Mexico. 

Don’t make corrections on the 
Spanish proofs, either, he asks. 
English grammar and punctuation 
aren’t the same as Mexican and 
corrections made here are gen- 


N. Y. Central Opens 


Drive for Passengers 


NEw York, May 24—New York 
Central Railroad has launched a 
newspaper campaign in 12 major 
markets to promote passenger 
traffic. The campaign will continue 
on a weekly schedule for the next 
31 weeks. 

In addition, radio will be used 
in most of the 12 markets for spot 
announcements and, if possible, on 
news programs or local shows. 

The first newspaper ad, which 
ran in Boston, Buffalo, Chicago, 
Cincinnati, Cleveland, Detroit, In- 
dianapolis, New York, Rochester, 
St. Louis, Syracuse and Toledo, in- 
vited people to’ “Take It Easy... 
Take the Central,” and stressed the 
point that “it is the steadfast pol- 
icy of the New York Central Rail- 
road to couple comfort and pleas- 
ure with speed in traveling be- 
tween cities.” The ad carries the 
signatures of Robert R. Young, 
board chairman, and Alfred E, 
Pearlman, president. 

J. Walter Thompson Co. is the 
agency. 


erally incorrect there. 

“Engravings,” Mr. Cook con- 
tinues, “are another headache.” 
They are cheaper in Mexico, he 
explains, and the average publish- 
er there would rather assimilate 
the cost than stand the delay in- 
volved in waiting for the mail. 
Delivery on cuts often takes as 
long as 45 days, he said. 

Press releases are another cause 
of complaint. In Mexico, Mr. Cook 
explains, most magazines charge a 
space rate for publicity. He advises 
Americans who are sending out 
publicity to query magazines first. 


® Don’t be impatient if a Mexican 
magazine isn’t in your office the 
week it’s off the press. Mr. Cook 
explains that publishers in his 
country send magazines by sur- 
face mail under government frank. 
It often takes two weeks for de- 
livery. The only other mail serv- 
ice they could use, he writes, is air 
mail, which would cost about $1.50 
per copy. 

“Some of the finest laid out and 
best printed magazines I have ever 
seen were printed in Mexico,” Mr. 
Cook writes in answer to critics 
who judge Mexican publications 
by the few bad ones in the lot. 

He admits that there are publi- 
cations south of the border which 
are poorly printed on a cheap 
grade of newsprint. But these, he 
claims, are the exceptions. 

There is considerable confusion 
about the two-rate system used by 
Mexican publishers. This two-rate 
system is based, Mr. Cook ex- 
plains, on two things. 


® First, Mexican publications cir- 
culate throughout Latin and South 
America. This circulation is val- 
uable to U. S. manufacturers who 
have large export trades. 

But to the Mexican manufac- 
turer who exports very little the 
circulation outside Mexico is al- 
most useless. Therefore, they are 
charged a rate based only on na- 
tional circulation while U. S. ad- 


(Continued on Page 6) 


Sheena’s Treetops—Sponsors’ Boxtops... 


Dririks, Eats, Gimmicks 
Lure Film-Hungry TV Men 
to Contemplate Thrillers 


WASHINGTON, May 24—Adven- 
ture films, science fiction and west- 
erns galore were available to pro- 
gram-hungry broadcasters who 
made the rounds this week of the 
scores of film syndicators who set 
up shop at the convention of the 
National Assn. of Radio & Televi- 
sion Broadcasters. 

In keeping with the hotly com- 
petitive pace of film business, the 
broadcasters, eager as they were 


NARTB Meeting 


for new ideas, got a bonus at al- 
most every stop. In many instances, 
it was in\the form of an opportu- 
nity to be photographed with a 
pretty girl, or to enjoy liquid re- 
freshment. In others it took the 
shape of lavish souvenirs, ranging 
from Stetson hats to a variety of 
super-paper clips, matchboxes and 
other gimmicks. 

Some film producers claimed 


Five Agencies Bid 
for Florida Citrus 
as BBDO Withdraws 


LAKELAND, FLA., May 26—The 
field of advertising agencies com- 
peting for the $3,500,000 Florida 
Citrus Commission account was 
reduced from six to five this week 
when Batten, Barton, Durstine & 
Osborn withdrew its solicitation, 
“due to a competitive situation 
which has developed since our 
original letter was forwarded.” 

The wire of withdrawal was 
signed by Ben Duffy, BBDO pres- 
ident. 

This development leaves five 
agencies to make presentations at 
citrus commission headquarters 
here next week. These include 
Dancer-Fitzgerald-Sample, Cun- 
ningham & Walsh and Grant Ad- 
vertising, to be heard June 1, and 
Benton & Bowles and J. Walter 
Thompson Co., to be heard June 2. 
Thompson has held the account for 
five years. 


Supply, Demand Both Big as Stations 
Shop NARTB Exhibits for Film Buys 


they were on hand “just for the 
prestige.” But others argued re- 
solutely that business was brisk 
and that lots of deals would be 
completed later, as a result of 
spadework accomplished here this 
week. 

CBS-TV Film Sales. The most 
| striking displays among the film 
_exhibitors were those of CBS Tel- 
-evision Film Sales, which had 
| three stars on hand as extra added 
attractions. Gene Autry was there 
in full cowboy regalia, along with 
Gail Davis, who plays the title role 
in the “Annie Oakley” series, and 


Spencer Williams Jr., better 
known to practically everybody 
as “Andy.” 


Visitors to this suite had their 
choice of posing with these per- 
sonalities or with their congress- 
men for newsreel clips to be aired 
on their home stations. 


® CBS Film had four new pack- 
ages to offer the station men who 
were attracted by this razzle daz- 
zle. The new titles are: “March 
Ordie,” a foreign legion drama 
being filmed in Spain, with Errol 
Flynn in the lead; “San Francisco 
Beat” (re-runs of the “The Line- 
up”); “Life With Father” in the 
re-run version and “Eye on the 
World,” a news show with Waiter 
Cronkite. “Buffalo Bill Jr.” was 
also being offered for use in the 
areas outside the markets already 
sold to Mars Candy. 

In addition, the salesmen were 
pitching eight other show; that 
are in this syndicator’s stable. Les- 
lie Harris, v.p. in charge of CBS- 
TV Film Sales, reported that this 
was an unusually good convention 
in terms of producing sales. 


® NBC Film Division was offering 
for syndication its two newest 
properties: “Steve Donovan, West- 
ern Marshall,” a half-hour series 
of tales of the Old West, with 
Douglas Kenney and Eddy Waller, 
and “The Great Gildersleeve,” 
starring Willard Waterman. “Don- 
ovan,” currently in production by 
Vibar Productions in Hollywood, 
has been sold to Langendorf 
United Bakeries in three western 
states, where it’s been on the air 
since the beginning of April. Pro- 
duction has just started on “Gild- 
(Continued on Page 44) 


New York, May 24—Liquor ad- 
vertising in major media in 1954 is 
estimated to have dropped $1,171,- 
769 from the $91,988,539 which U. 
S. distillers spent in 1953. 

This figure is based on data re- 
leased this week with the publica- 
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Liquor Advertising Dipped 1.2% in ‘54; 
Magazines Showed Only Gain: Corrado 


tion of “Corrado’s Handbook of 
Liquor Marketing—1955,” publish- 
ed by Benjamin W. Corrado, mar- 
keting consultant. 

The Corrado data show that 
newspaper advertising expendi- 
tures for liquor dipped from $36,- 
110,244 in ’53 to $35,660,817 in 54. 
Magazine advertising expenditures 
increased to $23,762,331 in ’54, 
from $22,554,609 in °53. Distillers 
are estimated to have spent about 
$12,000,000 in outdoor advertising 
in ’54 against $13,500,000 in °53. 
Liquor expenditures for transpor- 
tation advertising in °54 are es- 
timated at $1,230,268, compared 
with $1,425,984 in °53, and point 
of sale expenditures are estimated 
at $18,163,354 in °54, compared 
with $18,397,702 in °53. 


® Since figures from the Bureau 
of Advertising, American News- 
paper Publishers Assn., prepared 
by Media Records, “were not 
available for 1954 in time to be 
included in our 1955 edition,” the 
handbook notes, “substitute data 
were secured directly from many 
distillers, and in some cases esti- 
(Continued on Page 47) 


i he ae 


= : 5 mes < 
4 Tet he age 8 FORE Pere ESS > ie ae 
ont ° : . Md ; a ¢ is 4 * - : a Lm i if 2 ans : : 7 4 ‘ 5 ; ee ees fe 
“- : 2e th © 4 . 2 4 ; ¢; ‘> re z ' i - * : ets oe ? a a sae ee ale hoi OR Shia Bee Ss cee py WP PE 5 tic Sy. yt poh, ae 
coe i j ‘ J j 4 , , p ; 4 baie | 4 
ane Seng 
a oe y ~~ Bus 
aa ay 
> J i 4 
aS ee , : é ed 
ik eae a i) “oe he “ ye 
Pi % ae eae 5 4 ae. Es is 7 ey. Sak y yy ee ae % a be 
ass Rs RE oS SON Adaya oa Sa er | omens Neen, 
ce » aie. Gan Borge SSC te Oe - SERRE EERE ey 
po _ Rew a O'S oe Ps i si 
Bes. ae” eee ae pS See Sea. <2. * filet 
= oe ae ee: =) ghee Sere. 2 = ein, ce a ee ae oa a 2 ” 2 * 
we ; ee ae on oi SED. pcs oot a = & >.> eee 34 e | 
pea | 6a ; Fe Bes 5 sll ‘Le 
Sone 4 Se ce 73 “ - 2 2 Ef =) % ‘ ae 
Las ore ¢ L Be a aa & § Ry) 2 a eit ee : i i) spiiabe re) 
" ¥ ee. ros! ee ae ae a3 ge es 
eer ee oe 2. tS hs eee et Ce “ga + oe, 
me re 2 Bick ieeeeereee te Oe i eS i oe 
; ar ye . = tee is s ee 4 e 2 5 - ad ts . a Pk Ce 4 ae” Be. 5 * ee - 
sf rie Moi tet; ee ie: i, as 
ze “he ae ee ee > oe Se oe ct ae ‘ S “sae ae 
: ak Nr e* ie a ee ey a See FRCS @ rs 
ee oe ge i. toe £ 3 tm | . 
ae 5 eee be ‘ "; Vee 2 |. ‘oe. 3 te oY ae a - a ; 
* |, ae a 3 oe eo cw 3 Die. =f i i 
Sheba ite: p! * ae Eee “4 + is = . i. wry ‘ 
* ‘eo “¢ ‘ od : =’ ey 2? * %. = i 2 : tt § <4 . “—- ad ae ; 
: ; és J * ere : — Ps £288 ” A 
a F ~ vr é. Y é vod he 3 “i 7 sf é ; = 
— +) a eee ; ae 
a ae 8 it, ee ' = . Z rete 
Bee 3 j * ' A * ro 
ge. r ut i “ 
_- . 
tr ial. 
pe by 
at it tg 
aa ic 
‘ey ——_— kw  ——n— eee 
: | 
tWe ae 
vee | 
eis | Po 
Ber | | oe 
em “4 
ce ak ss 
vate, bee ae 
BS os 
ee a 
pas ee 
7) a 2 
en) "4 
oe 7 
Ba tas 
3 eo ar 
ae oF 
Ee wre 
my 7 C e 
7 ‘ = 
eat ee ES ae ae 
’ 535 
ma) 4 | 
adil Pe. 
<< aa 
oS ei jo 
: i. a <3 
* cs ms 
a 
PR A eee 
| ae 
Sic 
pe 
ae 
: oon 
Ee 
i, 
es, ee 
: « 
. 
hey. 
reece nnersnsmaacaaseesanenenesiaens pe 
$ ae 
: Po ae 
: ee | " ; 
‘a | Me 8 
ues i LL : 
3 fa 
‘2 oo 
ot ae 
as 
d gs 
: Bet is 
Mere ie: COST PER THOUSAND” ae 
— ne ae - 
(200 Duarte - me) 
ve Ome 8 CeeOe . m™ 
a . ~~“ 
oo ‘a 
col . -m | 
Sain 2222 ee | 
=1 "ip 
etinihen curgemandentine OO LL 
; ' 
oo ee | 
; eC 4 
— ee 
ee . 
: Pe ann pret 
De - 
| | "1 
12 bag 
| 4 sé 
. 16 | S 
36 
38 : 
19 i 
36 
>” 
38 oF 
ek ° La cag 
hs 12 a 
35 aa 
me 42 z ai 7 
te - = 
in 30 
: 1 > “i 
> TV film prices, clearances, etc.| 26 | a 
a "4 : a 
f Paw 
Ae | Fey 
oS a at : ie ‘ . ° ee , ’ . . 4 
ee ibaa 146" pe exe. Mig Tae Ve ee eae SE ek a oe ere : eat Oe oo ee gat oes iva © die ee 5 toa, Sa gus ate ‘ wa Bie 
ae Eh eh Re ne ns ce es PG aR ES Ae SR F Bey toe SAR CAN AS Ree ee Dee Uv Bes a Ope Ry hee * : ee, ce CEE 5. MRED ee oes Otter ee CA ix Phim SNe oe io Page hous ete uals CMa ee te Ses tes . Pe or ee 
Sk. ee Soe Re ap. Fell, dl ery rit er & ere es ae gt een ee, ae Py et nS ee aS ee a Th Re 2 ut Vests ey gn i ee i 2 ES Ge OE ge Ce re Ama. yeahs tl he! . " Pes, a Oe : : Pre nd Beg cab oe Ee a eh oe Re ight ee Kas = he, ee 
Pr agen cs Be i a oe abn) Bers Pk tg Ay Pits ee ES ai fs sero woke Bing ag 7 ehe ee ee: AR Ro es eae pacet es | pce ne ink: BE RES ESS ph We iy ne ee ARE at Se Aas 82 Me ie Se aero bi ENE Late eyes aa fe vats 
ae TERE: MH ag te OP het A ew ae ae Neha CRE TAT ie SS ra! B ee ae gees fon iat oe eee | Cee A ge ate, We eT De ae toe Met eae Sia gy PEYeP gs CS ee eae oe eee es Pee ee Se ae aoe aes Shs & ret ees rs ey 1 ere sie Hee, fi \ 
th ae ees hes ig Te Pete ae ee EA a PS ooking Bake ae Ee EE ee ET PRE ke Lc OR GE BE ET IN PEER Ee ehh at ee Bae A RIE ey ee P| ee SBR te Wit ee Babes 
ge Fg BPE a ERR Sen Oo ee Phe ey be ae iis eS Oe ae we sear gy SS Coen ovat Sarl Va MERE LoL SE bs EN Mi Oy eh dae PD, ee Sia SEI, St ie Med oe 2 GPs A St tes SEAS: ee OS ss a Oe IE PO & 
PS ee cae Oe tg ye, Gane aT ae EE ae ate ee ee ee ok he sc ee a) ae Pe ee a ee ee ee aR ee ee ee toe a ee ee ee eR Re ae ek og ee eg A Oe ee ee ae ae Eee ee. me ee me OT ee gery go! ee A a RRR he a De eM ge ae Re ee ae nr a 


| hee 
aes | 


Magazines Net Is Still 2.8% of Sales, | 


Thanks to Tax Decline, MPA Is Told 


(Contnued from Page 1) 
zines. He also reported that smaller 
earnings still-were a topic of vital 
concern to magazine publishers. 

Just how small those earnings 
are was illustrated by Kent 
Rhodes, Reader’s Digest, who 
showed the audience a series of 
charts. The charts showed that for 
35 publishers (who buy two-thirds 
of all magazine paper) magazine 
revenue hit an alltime high of 
$711,000,000 in 1954. Net profit, 
however remained at 2.8%, as it 
did in 1953, despite the fact that 
taxes dropped from 4.3% in 1953 
to 2.9% in 1954, At the same time, 
these 35 publishers used 2.5% less 
paper. They experienced a 2.1% 
drop in circulation, and _ their 
linage fell 1.7%. Their average 
cost per ton was $191, a reflection 
of ‘the fact that some publishers 
downgraded paper in 1954. - 


® Mr. Rhodes pointed to the fact 
that mills are now operating at 
105% of capacity on a six-day 
week and that they have about 30 
days’ backlog of orders, both rep- 
resenting improvement over the 


comparable period of 1954. 

In contrast to the publishers’ 
plight (magazine publishers’ prof- 
its, which averaged 8.3% in 1946, 
have been below 5% since 1948 
and below 3% since 1952), paper 
companies have continued to earn 
substantially. Seven paper com- 
panies, Mr. Rhodes showed, 
earned 8.4% netin 1954, and 
this was down from the peaks of 
1947 and 1950, in which years 
the companies earned more than 
11%. (The seven companies: 
Champion Paper & Fiber, Con- 
solidated Water Power & Pa- 
per, International Paper, Kimber- 
ly-Clark Co., Mead Corp., St. 
Regis Paper and West Virginia 
Pulp & Paper.) 


® Mr. Rhodes’ report was delivered 
to a top attendance—300—at an 
MPA meeting. Godfrey Hammond, 
Popular Science, told the group 
earlier that MPA membership now 
stood at 111 publishers of 392 
magazines. 

There was considerable discus- 
sion of magazines’ lack of public 
relations and a good deal of praise 


of the work of Reginald Clough, 
Reader’s Digest, and his public re- 
lations committee for its work on 
the editor-educator conference, 

At a public relations panel ses- 
sion, in which Mr. Clough, Wade 
Nichols, Redbook, Charlotte Mont- 
gomery, Tide, Robert Bliss, Public 
Relations Society of America, and 
Alfred Politz, of Politz Research, 
participated, these were some of 
the highlights: 


e Mr. Bliss asserted that “earned 
recognition” is a good definition of 
public relations. He mentioned, in 
addition to the editor-educator 
conference, the employment of two 
new slogans: “It’s fun to read” 
and “I’ll meet you at the news- 
stand.” 


e Mrs. Montgomery bore down 
hard on the circulation practices of 
publishers, which she said create 
consumer ill will. She mentioned 
in particular the use of department 
store mailings for magazines. 
These, she said, would lead to 
throwing away bills for charge ac- 
counts, and she predicted stores 
will quickly discover and do some- 
thing about this. 


e Mr. Nichols said quietly that he 
felt outstanding editorial content 
was perhaps the best public rela- 
tions instrument for magazines. 


MR. SINDLINGER’S 
CUMULATIVE AUDIENCE 


e Mr. Politz digressed to say that 
he considered readership research | 
for editorial guidance likely to be) 
fallacious, in that a magazine com- | 
posed of the kind of articles which | 
racked up high readership scores 
might very well fail. Mr. Politz is| 
all for trusting to the intuition of 
the editor. 

On circulation problems, here 
are some highlights: 


e Benjamin Allen, Curtis v.p., re- 
ported that simplification of Audit 
Bureau of Circulations forms is 
making progress. The board of 
ABC will review the simplified 
forms in June, he said. They will 
come before the ABC annual 
meeting in October, and, he said, 
it’s possible they may be in use in 
the first half of 1956. 


e F. D. Pratt, Time Inc., reported 
that Don Parsons, Super Market 
Institute, had asked magazine pub- 
lishers to standardize the cover 
location of magazines’ prices. Mr. 
Pratt showed the audience a suc- 
cession of magazine covers in 
which the price notations were 
variously located. In many cases 
they were next to undiscoverable. 


e William A. Evans, Time Inc., 
showed the group a new slide film 
emphasizing to retail druggists the 
values of magazine sales. The film, 
which so far has been presented 17 
times, is called “Magazines—Profit 
Makers for Drug Stores.” It reports 
that while average drug store ex- 
penses are 29%, magazine ex- 
penses are only 16.3%, because 
they take up only 1.6% of store 
space while accounting for 3.6% of 
store sales. In addition, he said, 
magazines have no markdown, are 
fully returnable, require minimum 
handling and have an average 
turnover of nearly 20 times a year, 
as compared to 3.5 to 5.5 times for 
turnover of all drugstore merchan- 
dise. 

The group saw the Magazine 


ARTHUR J. McGINNIS, exec. v.p. and 
treasurer of Simmons-Boardman 
Publishing Corp., New York, has 
been appointed publisher of Amer- 
ican Builder, which now is pub- 
lished in Simmons-Boardman’s 
Chicgo office. Publisher McGinnis 
has announced plans to move sev- 
eral of American Builder’s de- 
partments to New York. 


Ford Stewart, Christian Herald 
Assn., secretary, and W. H. Eaton, 
American Home, treasurer. It 
named to the policy committee the 
following: Gardner M. Cowles, 
Cowles Magazines; Richard E. 
Deems, Hearst Magazines; C. B. 
Larrabee, Printers’ Ink; Paul C. 
Smith, Crowell-Collier, and Roy 
Larsen, Time Inc. 

New directors elected include: 
Messrs. Deems and Smith and B. 
C. Davis, Ziff-Davis Publishing 
Co. Directors reelected included 
Fred Bohen, Meredith Publishing 
Co.; Mr. Fuller; Donald P. Hanson, 
Woman’s Day; Ned L. Pines, Pines 
Publications; Marvin Pierce, Mc- 
Call Corp.; Frank F. Soule, Conde 
Nast Publications, and Mr. Stewart. 

The board of directors suggested 
that at the fall meeting the group 
consider an amendment to the by- 
laws which would provide a chair- 
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The entire cumulative audience concept 


As a concept originating with publishers and broadcasters, the cumulative audience 
represents the number of households exposed to a publication or broadcast over a 
period of time. The number of households reached during the first week is added to 
the new audience reached during the second week, etc. 


The Movie Ad medium can also be measured in terms of its cumulative audience. 
This figure, however, approximates much more closely the readership of an ad by 
individuals than do the cumulative audience figures of a publication or broadcast. 
In Theatre Screen Advertising, readership almost exactly equals movie attendance. 


Movie Ads, in the Sindlinger-surveyed areas, accumulated in 13 weeks an 
audience of 75.7 per cent of the total population over five years old capable of attending 
a theatre. In contrast to publishing and broadcasting where, studies show, cumulative 
audiences build rapidly up to 10 weeks and level off at about the 13th week, the 
Movie Ad cumulative audience continues to increase. In a year, only 11.7 per cent 
of the entire movie potential was not exposed to Movie Ads. 


is that a fine idea, 


expertly illustrated 
and written, 


to make a 


AN ILLUSION iter 


is all that is needed 


fine advertisement. 


The hard fact is 
that idea, art, and copy 
must be delivered to readers 


by fine reproduction . . . 
and this requires 
fine photoengravings. 


as 
applied to the measurement of Movie Ads is dis- 
cussed as part of the Sidlinger Survey of Theatre 
Screen Advertising. This comprehensive study 
was undertaken for the Association of Theatre 
Screen Advertising Companies, of which Alexander 
Film Co. is a member. For a free copy of a fact- 
filled, 61-page condensation of the complete re- 
port, write the Sales Promotion Dept., Alexander 
Film Co., Colorado Springs, Colo. 


LEXANDER 
Firm Co. 


Colorado Springs, Colorado 
in Canada: Audio Pictures Ltd. 
310 Lakeshore Road, Toronto 


€outins, MILLER & HUTCHINGS, INC 


Samenien's FINEST PHOTOENGRAVING Laut 
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than any other newspaper | 


One billion four hundred million dollars! That’s the amount of money 


the people of Greater Philadelphia spend each year for food. Their In Philadelphia nearly everybody 


favorite newspaper is The Evening and Sunday Bulletin. 


To all the contents of a great metropolitan newspaper, The Bulletin adds reads The Bulletin 


its distinctive and characteristic reporting of local news. This is one of 


. . . . * . 
the many reasons why The Bulletin, in Greater Philadelphia*, delivers Advertintng @fenes, Hilhathiahie,:Wihars aad dustaee Seeste 
more copies to more people every seven days than any other newspaper. New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
*14-County A. B.C. City and Retail Trading Zone Atiante © (es Angeles ° Sen Franciece 
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‘Rolland Executive-Detends, Explains South 
of the Border Publications in June ‘AR’ 


(Continued from Page 3) rate system is the difference in 
vertisers are charged for the wider| the cost of living in the two 
circulation. countries. He explains that the 

The second basis for the two-| average Mexican family can live 


THE Pit WAY is THE Best WAY... 


TO SELL THE $471,527,000* QUAD-CITY MARKET 
Davenport, lowa — Rock Island, Moline and East Moline, Ill. 


DAVENPORT NEWSPAPERS 


FIRST in advertising lineage in the Quad-Cities! FIRST in 
Quad-City circulation! FIRST in advertising lineage 


IN ALL IOWA 


Morning Democrat Evening Daily Times 
Sunday Democrat &° Times 
Headquarters: Davenport, iowa Represented Nationally by JANN & KELLEY, INC. 


*Copr. 1955 Sales Mgmt. 
Survey of Buying Power 


quite comfortably on 1,250 pesos 
per month. This is $100 in Ameri- 
can money. The Mexican pub- 
lisher therefore charges a rate 
based on “actual cost.” 

Rolland Publications, he said, 
has tried to work out this problem 
on a more equitable basis by pub- 
lishing one monthly edition for all 
Latin America with the higher 
dollar rate only. Weekly editions, 
circulating only in Mexico, use 
only the peso rate. 

Finally, Mr. Cook writes that 
the circulation figures in Mexico 
are only as good as the word of 
the publisher: He appears before 
a notary public and swears to his 
figure but there is no way to 
check that figure. 

But, Mr. Cook says, “the large 
publishers are more or less ac- 
curate” because they “realize the 
public can be fooled only for a 
short time.” 

“To make sure,” he advises, 
“stay away from new publications 
unless they are put out by a house 
which operates other magazines or 
has a reputable name.” 


Only 35% of U.S. 
Economy Is ‘Free’, 
A. A. Berle Says 


(Continued from Page 2) 


to build a product diversification 
policy, said A. C. Daugherty, man- 
ager of market research and direc- 
tor of public relations, Rockwell 
Mfg. Co., Pittsburgh. The key to 
his company’s program, he noted, 
is the “development of men to as- 
sure a continuing supply of ag- 
gressive supervisors and execu- 
tives who might some day be the 
professional managers of a part of 
our business.” 

Mr. Daugherty outlined the 
measures taken by Rockwell to 
assure adequate communications 
through the various echelons of 
the company’s operations. These 
include a monthly letter from the 
corporation president to 50 top 
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SUPER SCENE 


SHIFTER 


It takes giant power to move scenery like this. But it’s all in the 
day’s work for Caterpillar earthmovers. Sometimes they shift hillsides 
and entire townships to make way for better roads. 


P Advertising, too, helps clear the way! 


Caterpillar Tractor Co., our client for 27 years, uses general magazine 


advertising to promote public interest in keeping our roads up-to-date. 


It stresses that outdated roads are dangerous and expensively slow 
for today’s traffic. And shows how all of us can get behind 
and push a progressive road-building program. 


Caterpillar® equipment working on the scene means better roads for us all. 


N. w. AYER & SON, inc. Philadelphia, New York, Chicago 
Detroit, San Francisco, Hol!ywood, Boston, Honolulu 


Advertising Age, May 30, 1955 


personnnel; a supplement to this 
from each operating division v.p. 
to those in his group; a quarterly 
management newsletter to 575 
people from foremen to board 
chairman; reprints of the “Rock- 
well Report,” monthly advertising 
column, and meetings, leadership 
conferences and educational ses- 
sions. 


# A similar theme was outlined by 
Charles Lukens Huston Jr., pres- 
ident of Lukens Steel Co., Coates- 
ville, Pa. He said: “If a man is 
known by the company he keeps, a 
company is known by the men it 
keeps.” 

In commenting on Lukens’ basic 
objectives, he observed that 
there are “two things which we 
consider to be important philoso- 
phies influencing the conduct of 
our business. One is the emphasis 
on the ‘profit motive.’ The other is 
the emphasis on ‘good relations’ 
based on mutual profitability.” 


® Pointing out that the advance 
of automation will require long- 
range planning in all phases of in- 
dustry; C. H. Fawkner, special 
engineering assistant to the plant 
engineer, plastics division, Mon- 
santo Chemical Co., Springfield, 
Mass., noted the problem this 
would create for sales personnel. 

“The finished product,” he said, 
“will have to be one in which 
model variations are as simple and 
functional as possible. The con- 
sumer will have to be educated to 
this new type of design. 

“How to reconcile this require- 
ment with the human desire for 
originality and self-expression in 
terms of worldly goods will test 
the mettle of the ablest marketing 
staff.” 


® Robert C. Tait, president, 
Stromberg-Carlson Co., Rochester, 
N. Y., told his audience that 
American business now has access 
to “by far the best statistics, with 
respect to our amazingly complex 
economy, of any country in the 
world.” Listing an extensive group 
of government and private sources, 
Mr. Tait observed that business 
executives are learning to make 
better use of the mass of material 
at their disposal. 


Milwaukee Brewers Sign 


Milwaukee Brewers Assn. last 
week signed a two-year contract 
covering 95% of the city’s 6,000 
brewery workers with the CIO 
brewery workers, Local 9, ending 
the threat of a repetition of the 
76-day strike which took the zest 
out of Milwaukee’s beer industry 
in 1953. The brewers granted a 10¢ 
increase next month and another 
in June, 1956. 


Anocut Engineering to Jacobs 

Anocut Engineering Co., Chicago 
manufacturer of electronic con- 
trols for electrolytic shaping and 
grinding, has appointed Lester L. 
Jacobs Inc., Chicago, to handle its 
advertising. Trade publications and 
direct mail will be used. 


PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 


{STABUSHLD 888 


BArclay 7-537! 
165 Church Street New York 7, N.Y. 


will provide you with a record of your 
results from promotions and releases. 


For Future Reference 
Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 

BURRELLE’S 


PRESS CLIPPING BUREAU 
165 Church Street * New York 7, N. Y. 
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JOHN FOSTER DULLES © —the professional 


Newspapers and TV show you 
what he says and how he acts — 


cass: (yee | journalistic fraternity—recently 


most critical government post? 
A Post editor who’s talked with 
Dulles, his family and his friends 
comes up with a portrait that may 


on ets announced its annual “public 
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service in magazine journalism” 


Can he pitch 


tebrse (Z, §~—award. It went to The Saturday 


a pennant ? 


He’s so tall (6'8”) his 


—/ How much does it take side-wheeling strikes 
seem to come from 


eygers | Sie AN Evening Post® And yesterday the 
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list?  tatgalas, Milwaukee needs to 
ti ted reach the pennant in 
om “tr °55? Al Hirschberg 
gives you the box score 


ha J cause he had a on Gene Conley, Big 


(kta |_| Bettie Post received an Albert Lasker 


2/ Award for outstanding medicat 


cures black eyes-and > 7 
can save yourlife! SMES incttat roms 


bass when she 


. = 7 
A patient scheduled to lose both ] » started. But she _ 
legs was spared the operation. A y. made the biggest O U aa a | S| e e N 
young man’s horribly swollen eye FU catch of all—and ~ 


was saved —thanks to this redis- - you should have 
covered drug, Yet doctors admit seen the man who 
they still don’t know how it works! got away! (Lady 
Milton Silverman tells about the with a Lure, short 
life- and limb-saving record of story by Stewart 


ricci’ BENE also has a decisive way of reward- 


She LONG USIAND=_—— tori 
i i, ce ing editorial excellence. Week 
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yustayin 


“ice | BEST SELLER stand and puts down more 


TRYPSIN— 1,500,000 
MYSTERY 


asBc 
NEWSSTAND 
SALES 
July 1 «= Deo. Bt 


“*""|| money for the Post than for 


any other general magazine. 


it wm Cues | *On May 11, The Saturday Evening Post also received the 
"\\ second annual Benjamin Franklin Magazine Award (admin- 
istered by the University of Illinois) for the best foreign article. 
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Stanton Russell 


AS BROADCASTERS MEET—Present at the annual convention of the National Assn. of Radio 
& Television Broadcasters and caught by the camera were Carl Stanton, head of NBC 
Film Division; George Shupert, president of ABC Film Syndication; James Russell of 
KKTV, Colorado Springs, and Robert Ellis of KGHF, Pueblo, Colo. In the center 


Ellis Shupert 


McMurray 


Stapp 


~~ 
¥; 


Harris 


Williams 
Monty McMurray, a look-alike for another gal whose initials are MM, chats with 
Jack Stapp, WSM, Nashville. On the right are Les Harris, CBS Television Film Sales 
v.p.; J. L. Van Volkenburg, president of CBS Television, and Merle Jones, CBS-TV v.p., 
with Spencer Williams Jr—better known as “Andy” to most people. 
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Van Volkenburg Jones 


‘View Yourselves 
as Crusaders, Ike 


Advises NARTB 


FCC Panelists Debate 
Press Ownership, Long 
vs. Short License Terms 


WASHINGTON, May 24—President 
Eisenhower and the members of 
the Federal Communications Com- 
mission who participated in to- 
day’s sessions of the National Assn. 
of Radio & Television Broadcast- 
ers convention sounded a note of 


NARTB Meeting 


cordiality unmatched in recent 
years. 

In a nationwide telecast from 
the noon session, the President 
told the broadcasters that their in- 
dustry may even have a greater 
role in swaying public opinion 
“about the burning issues of the 
moment” than the press. 

It was the first time a President 
has addressed the industry, and 
President Eisenhower used the op- 
portunity to emphasize its im- 
portance. He said everybody in 
the industry has a right to think 
of himself as a crusader educating 
our people about the vital world 
events that are part of the struggle 
for peace. 


® He called for effective self-reg- 
ulation, asserting that the govern- 
ment must intervene to the extent 
that it decides who is to use the 
channels, but that broadcasters 
should counsel among themselves 
“to insure that this medium—these 
two great media—remain free.” 
The two investigations of the 
industry which are pending were 
barely in evidence. The new chair- 
man of FCC reported that the 
commission intends to make a 
careful study of the economic as- 
pects of tv, but he stressed that 
he believes in having as few gov- 
ernment controls as possible. 
“Your industry should not, in 
my judgment, be regulated,” 
Chairman George C. McConaughey 


e “Would it encourage a larger 
and more effective use of the 
radio spectrum? 


e “What impact would it have on 
advertiser-sponsored broadcasts? 


e “What safeguards would be re- 
quired to insure the broadcast of 
well-balanced programs to the 
public without charge? 


e “What safeguards, if any, are 
necessary to prevent the possible 
monopolistic control of subscrip- 
tion television operations? 


e “Should a way be provided so 
that all stations will be able to 
utilize subscription tv broadcasts 
on a non-discriminatory basis?” 


Later, all seven members of 
the FCC formed a panel which 
informally answered questions 
raised by NARTB members. 
Among the opinions rendered: 


Newspaper Ownership: Chair- 
man McConaughey took the posi- 
tion that newspaper owners should 
have equal standing with other 
applicants unless an actual monop- 
oly over local press and broadcast 
media would result. 

Commissioner Robert E. Lee de- 
parted even further from FCC’s 
past anti-newspaper bias and 
stated that he believed newspaper 
ownership should be a point of 
preference in a competitive situa- 
tion, because past history, he said, 
shows newspaper stations are well 
operated and that turnover in 
ownership is low. He pointed out 
that newspapers have deep roots 
in their communities. 

Commissioner Frieda Hennock, 
whose term expires next month, 
said she votes against the news- 
paper in all competitive situations 
if the newspaper is applying for a 
station in its own or a neighboring 
community, because she feels 
newspaper-owned stations have a 
competitive advantage over other 
broadcasters and that newspapers 
already have heavy influence over 
channels of information in their 
communities. 

Commissioner Robert Bartley 
said his vote depends on the situ- 
ation in the particular community. 


Longer terms of licenses: Com- 


said, “but should be kept healthy | 


by open, free competition, as long 
as it operates in the public in- 
terest.” . 


® Touching on subscription tv, he 
asserted: 

“From the volume of comments 
from the public, it is no exaggera- 
tion to call this one of the major 
issues today.” 

He posed a number of “tough 
questions” which “will have to be 
answered” concerning pay tv, in- 
cluding: 


missioner Lee said he once thought 
the present three-year term should 
be extended indefinitely, but that 
he has changed his mind, 

“For the good of the industry,” 
he said, “I believe stations should 
be subject to periodic review. You 
all know,” he said, “that there are 
stations which do not operate in 
the public interest. We have to 
keep their feet to the fire to the 
extent that weaker stations will 
not pull down the standards of the 
entire industry.” 

Commissioner Rosel Hyde said 
he once thought short license terms 


were necessary but now feels 
‘longer terms would be a good 


idea, because this practice would 
lighten the administrative burden 
“and enable us to put the license 
renewal review on a more realistic 
basis.” 


Bingo: Regardless of whether 
“Bingo” or “Marco” or similar 
games are legal, Commissioner 
Bartley said, they represent bad 
programming: “If every station 
started doing this, it would bring 
the wrath of the public on the 
industry very quickly.” 


® Discussions of the future of un- 
claimed educational tv channels 
touched off a lively discussion in- 
volving outgoing Commissioner 
Frieda Hennock and Lee Jahncke 
of American Broadcasting Co. 

In answer to an NARTB 
question, Commissioner Hennock 
warned she intended to demand 
@ congressional investigation of 
charges that FCC “weakened” 
and turned unclaimed educational 
channels over to commercial inter- 
ests. She said the development of 
educational ‘tv is beginning to hit 
its stride and that the potential 
benefits of the service are so great 
that FCC must be patient. 

Commissioner Lee disagreed, as- 
serting that he would consider a 
request for unused channels, be- 
cause he does not believe in wait- 
ing “forever.” He said there is no 
reason why educational programs 
must necessarily be non-commer- 
cial. 


® Later Mr. Jahncke asked wheth- 
er the public interest wouldn’t be 
served if unclaimed educational 
channels were made available to 
a “third network” which is in 
need of v.h.f. outlets in competi- 
tive markets. 

Miss Hennock demanded to 
know what ABC was doing to put 
to use the hundreds of u.h.f. chan- 
nels which presently are standing 
idle. : 

Mr. Jahncke, in rebuttal, ob- 
served that ABC has to get into 
the big markets before it can af- 
ford to extend service to the 
smaller markets. 


CBS Signs Stations 


Three stations have signed af- 
filiation agreements with the tele- 
vision network of Columbia Broad- 
casting System. They are KJEO, 
Fresno; WJRT, Flint, Mich., ef- 
fective Sept. 1, and WDBJ-TV, 
Roanoke, effective Oct. 1. WROW, 
Albany, N. Y., has signed to af- 
filiate with CBS Radio, effective 
Nov. 15, to replace WTRY, Troy, 
as the network’s outlet in the Al- 
bany-Troy-Schenectady market. 


‘U. S. News’ Changes Rates 

U. S. News & World Report will 
increase its rate base from 700,000 
to 775,000 net p:d circulation and 
its onetime b& page rate from 
$3,605 to $3,97° cffective Jan. 6, 
1956. 


Broadcasters 
Have Stake in 
Fair Trade: Katz 


WASHINGTON, May 25—Emanuel 
Katz, president of Doeskin Prod- 
ucts, appealed to the radio-tv in- 
dustry to help save the fair trade 
laws as well as the agency com- 
mission system. 

Mr. Katz made the appeal in a 
speech before the convention of the 
National Assn. of Radio & Televi- 
sion Brceadcasters. He spoke at the 
session staged by the Radio Ad- 
vertising Bureau. 

Mr. Katz told the broadcasters 
he was devoting a good deal of his 
allotted time to the subject “be- 
cause you people who represent 
radio and television have a direct 
concern with fair trade... 

“There may be some reason for 
you to wonder whether a blind 
spot exists with respect to adver- 
tising,” he said, “when you con- 
sider not only the effort to torpedo 
fair trade but also the effort to 
torpedo the advertising agency 
commission system.” 


= “The agency commission system 
will be ably defended by the ad- 
vertising media,” he continued, 
“but I question whether fair trade 
has as yet received the same sort 
cf support from the advertising 
media. 

“At least some of the evidence 
in printed trade media in partic- 
ular of late seems to point in the 
opposite direction.” 

Mr. Katz portrayed himself as 
an advertiser who is happy to be a 
big-timer in radio, with Dr. Nor- 
man Vincent Peale’s five-times-a- 
week series on NBC Radio. “In 
television,” he asserted, “even with 
an annual budget of some $600,000, 
we were small fry.” 

Doeskin’s president said his com- 
pany is convinced that its radio 
program can sell merchandise “at 
least as effectively as the several 
million dollars being spent by our 
two big rivals on television. 


s “As a matter of fact, there is 
only one fly in the ointment so far 
as we are concerned, and it is a fly 
that has been dropped in the oint- 
ment right here in Washington. I 
refer to the Department of Justice 
and to Mr. Herbert Brownell who 
heads it—and his campaign to kill 
fair trade.” 


® Warning the broadcasters that 
they have a “real stake in this 
issue,” Mr. Katz predicted that the 
removal of all price controls will 
make the cutting of advertising 
budgets “inevitable.” 

“And this isn’t true only of the 
large advertisers; it is true also of 
the modest-sized advertiser,” he 


said. “If anything, this is more ap- 


plicable to the medium-sized ad- 
vertiser. The explanation is sim- 
ple: The medium-sized advertiser 
depends almost as much on trade 
support for dividends on his ad- 
vertising as he does on consumer 
response. 

“But if the trade withdraws its 
support because his advertising has 
made his brand a target for the 
price sharp shooters—what reason 
remains for him to continue his 
advertising? 

*“Bear in mind, in this connec- 
tion, that under self-service and 
self-selection, the retailer has re- 
gained the power of decision over 
the brands he chcoses to push. To- 
day all the retailer has to do is to 
take a brand that is in disfavor and 
give it less shelf frontage or drop 
it to a lower shelf, or refuse to 
give it floor display, end display, 
shelf talkers, etc. 

“It’s as simple as that, and no 
amount of advertising pressure can 
make up that loss.” 


® Mr. Katz was followed by Gailor 
Zink, who operates a supermarket 
in Washington County, Ind. He 
told how he used radio to get busi- 
ness in a town with a grocery store 
on every corner. 

He said his alarm clock give- 
away program helped him sell 
seven tons of potatoes in a single 
day. 


"The third sponsor presented by 
RAB was Irvin Feld, whose Super 
Music Enterprises operates a chain 
of record stores in Washington. He 
described the results he gets from 
eight hours of programming and 72 
announcements a week on radio. 

®™ Joseph E. Baudino, Woesting- 
house Broadcasting Co. v.p.° and 
chairman of RAB’s board, outlined 
the bureau’s plans for a $1,000,000 
operation by mid-1956. 

The additional $250,000, he said, 
will be used to enlarge the national 
sales staff to 12 men, to increase 
the number of cities covered by 
cooperating sales drives to 115, to 
provide more facts and figures 
by adding $120,000 annually to the 
research budget and to augment 
the bureau’s ad schedules in busi- 
ness papers and direct mail. 

To hit the $1,000,000 mark the 
bureau will need 100 new member 
stations and “slight increases in the 
present monthly payments of the 
820 radio stations, four networks 
and the station representatives 
which are members,” he said. 


® Kevin B. Sweeney, RAB presi- 
dent, presented a new slide pres- 
entation entitled “Sound Advertis- 
ing Approach in 1956.” He de- 
scribed new techniques which 
make radio available to advertis- 
ers with “small” six-figure bud- 
gets on a “big” basis. 


Devine Joins ‘Digest’ 

C. R. (Bob) Devine, has resigned 
as assistant advertising director of 
U. S. News & World Report, to juin 
the advertising department of the 
U. S. edition of Reader’s Digest. 
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hi -lO Outdoor Advertising offers 


high circulation at low cost 
because it reaches America’s millions 


— ars a 


repeatedly, every day. 


Its short copy and full color 


SS Fh 


deliver impact that sells automobiles— 


particularly if the subject is of prize-winning calibre. 


Proof? .. . Just watch the rorps go by! ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING 


tere 


outdoor advertising reaches the most 
people — most often. — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 
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8B 
Brown & Bigelow Sales High 


In reporting Brown & Bigelow’s 
1954 sales in the May 16 issue, AA 
incorrectly reported that sales had 
reached $5,686,357. Actually, 1954 
sales were $51,686,357, highest 
mark in Brown & Bigelow’s 59- 


i dreamed I got year history. 


the boss’ job Gates Names Ross Roy 
The New York office of Ross Roy 
with superior plates 


advertising, merchandising, sales 
And more production men are winning training and public relations for 
promotions by finding better quality all products and divisions of Gates 


engravings at /ow cost. Our big group of Engineering Co., Wilmington, Del. 
skilled craftsmen can help you too! 


Get all the facts now. Call SU perior 7-7070. Ha Promotes Rygg 


Robert H. Rygg, with the com- 

pany’s. advertising department 

since 1950, has been promoted to 

A ee ee ee amare the new post of director of point 

" i SNe OD. ee ge of purchase advertising of Theo. 
SUPERIOR ENGRAVING COMPANY > 


Hamm Brewing Co., St. Paul. 


de Garmo Gets London Affiliate 
de Garmo Inc., New York, and 
Stowe & Bowden, London, have 


set up a reciprocal working agree- 
MOST PHOTOENGRAVING AND OFFSET PLATEMAKING PLANT ment under which each will rep- 


BOS resent the other’s clients in their 
respective countries. 


L2ger READERS > 


CHICAGO’S FOR 


Yes, and 
“live” ones, 
too! 


Teenagers are the liveliest of our “live” 
readers*. They bubble with excitement to 
learn things. And they learn by asking ques- 
tions. 


That’s why so many Southwestern teenagers 
read the Farmer-Stockman. It answers their 
questions and answers them with a “local 
flavor” .. . because it is edited separately for 
Oklahoma and separately for Texas. 


Miss C. S. of Frederick, Oklahoma, writes: 
“You do not know how happy we, the 4-H Club 
Members, are to have such wonderful people 
behind us and encouraging us. You give us 
something to look forward to and the same 
time you show us our responsibilities.” 


€ It’s important to you to “reach” these young 
LiF farmers. They play a big part in deciding which 
products are bought today ... as well as being 
your adult prospects of tomorrow. You “reach”’ 


OLR STINE BET 


de (cae CEE VR a 


Advertising Age, May 30, 1955 


At last! Tiny marshmallows 
fr kichon we | you drt hao atm up! 


Inc. has been named to handle |[ 


(and sell) these eager readers with Farmer- 


Stockman advertising. (< 4 5G 44, w&W 
* All Farmer-Stockman  subscriber-families are ty, ! 1g '"“y° 
“live”... paid in advance ... sold without 
premiums. None are carried in arrears. tn the Lpudbuvrett) 


Farmer-Stockman 


OKLAHOMA CITY, OKLAHOMA © DALLAS, TEXAS 


Owned and Operated by The Oklahoma Publishing Company 
The Daily Oklahoman * Oklchoma City Times * WKY and WKY-TV 
Represented by THE KATZ AGENCY, INC. 


Speciel size for cooking, salads, desserts! 
New Kraft Miniature 
anes ——- 3 
Marshmallows 
aes 


Put away your scissors... dust pour em in! 


(Now tor the fut time—marsnenations ready use © your 
(Kom Now Un Manistey Mennmatonn G0 suey ao 
meen, Wichy extting, They've 40 tiny at 15 At » tatie! 


Socen Lach one 6» party shaped, May, tater ite! 


marsnenaton * wantarhty tts ' Nemee Try 6 tag! 
3Or orieyng mermation @ more of your mga 
Ws 0 quick and cany te do 


Put Kran Ministre Marenmatiows 
on your shopping Het new! 


NO SCISSORS NEEDED—Kraft Foods 

Co. is using b&w newspaper ads 

like this to test market new mini- 

ature marshmallows in Indianapo- 

lis and on the West Coast. J. 

Walter Thompson Co., Chicago, is 
the agency. 


Lever Sets $50,000 


Consumer Drawing 


NEw York, May 24—Lever Bros. 
has a $50,000 “free-for-all” prize 
drawing coming up this month for 
Lux liquid detergent. 

All the consumer has to do is 
submit his name and address on a 
take-one entry blank from food 
stores or on a coupon torn from 
an ad. 

Prizes will include three Dodge 
V-8 Coronet Lancers, ten Admiral 
color tv consoles, 50 Artcarved 
diamond rings and 100 Oneida 
Community Sterling silver chest 
sets. 

Lever is using Arthur Godfrey 
to spearhead all advertising and 
in-store promotional material, 
which also will include details of 
the drawing, after initial an- 
nouncement on “Arthur Godfrey 
Time” (CBS-Radio and CBS-TV). 

The month-long consumer pro- 
motion is scheduled to run through 
June 17. Ads will break over a ten- 
day period. Four-color page ads 
appeared May 22 in First Three 
Markets Group, This Week and 
daily newspapers. 

Magazine support will consist of 
similar ads in the June Better 
Homes & Gardens and Ladies’ 
Home Journal. 


® Reproductions of Godfrey will 
be featured in point of purchase 
display material. Four-color pie 
display pieces, besides case cards 
with take-one entry pads, will be 
posters and shelf talkers. 

All entrants—store pad, ad cou- 
pon or facsimile—will be mailed 
a 10¢ product coupon and a 
gadget to use in attaching a liquid 
detergent can to a kitchen wall or 
door. 

McCann-Erickson handles radio 
and tv for the detergent. J. Walter 
Thompson Co. is the agency for 
print advertising. 


Art Head Named Ad Director 


Maxwell Silverstein, formerly 
art director of Glamorene Inc., 
New York, manufacturer of rug 
and upholstery cleaners, has been 
appointed director of advertising 
at Glamorene. 


D-F-S Promotes Miller 

Lloyd Miller, research project 
director, Dancer-Fitzgerald-Sam- 
ple, New York, has been promoted 
to research department director. 


Bode Joins Kudner 


Robert W. Bode, formerly exec. 
art director of Maxon Inc., has 
joined the Kudner Agency, New 


York, as a senior art director. 
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GE-Affiliated TV 
Hookup Comes to 
Aid of UHF Outlet 


OKLAHOMA Clty, May 24—Na- 
tional Affiliated Television Sta- 
tions, the company set up two 
months ago to aid struggling tv 
stations (AA, March 28), last 
week put its theories into practice 
for the first time by playing a key 
role in the reorganization of 
KTVQ. 

The bankrupt Oklahoma City 
u.h.f. station will try to make 
a go of it under new ownership 
following the approval of the 
U. S. district court for western 
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Giroux Features Grenadine 

Giroux Co., New York, is using 
the New York Times Magazine, 
The New Yorker and This Week 
Magazine to promote the use of 
Giroux grenadine in summer des- 
sert and light drink recipes. Par- 
ticipations in daytime radio pro- 
grams for housewives are also 
being used in the New York met- 
ropolitan area. Readers and listen- 
ers are offered free recipe books 
and a trial sample of grenadine for 


OS TS, ee es SS Es Ses OS 
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Wonder logs, E-Z instant starting, 
barbeque briquets, and home box-_ 


ed charcoal, has named Jimmy 
Fritz & Associates, Hollywood, to) 
handle its advertising. Plans call | 
for the use of radio spots this sum- 
mer, and small-space, high-fre- 
quency newspaper ads in Cali-| 
fornia, Arizona and New Mexico in 
the fall and winter months. 


ARB Adds 54 Clients 


The American Research Bureau, | 


THE POST-RECORD 
OF SYDNEY, NOVA SCOTIA 
ANNOUNCES 
THE APPOINTMENT OF 
HENRY DE CLERQUE, INC. 


10¢. Ben B. Bliss & Co., New York, 
is the agency. 


Wonder Products to Fritz 


nando, 


AS THEIR REPRESENTATIVES 
IN THE UNITED STATES 


Washington, has announced its 
list of clients has increased to 365 | 
since the last previous tabulation, 
Dec. 15, 1954. At that time, ARB 
had 311 station, agency and spon- 
sor subscribers. 


Wonder Products Co., San Fer- 
Cal., manufacturer of 


calls for the affiliation of the sta- 
tion with National Affiliated Tele- 
vision Stations, a group formed 
by General Electric; National Tele- 
film Associates, a tv film distribu- 
tor, and some motion picture fig- 
ures. The plan provides for the 
orderly liquidation of the station’s 
debts. 

Current stockholders will sur- 
render their voting stock in ex- 
change for preferred stock. All 
voting common stock will then be 
issued to E. A. Fariss, attorney, 
rancher and oilman, who was one 
of KTVQ’s major creditors. Mr. 
Fariss, who cancelled all debts 
owed him in exchange for the 
stock, becomes the sole owner of 
the station, subject to the usual 
FCC approval. 


® In okaying the plan, Judge Ed- 
gar S. Vaught said: “The leading 
financial institutions of the city, 
the utility companies and other 
creditors have been motivated in 
this case by a sense of pride and 
have all recognized the benefit 
which the community at large will 
receive by preserving this station.” 

NATS will provide KTVQ with 
management counsel through 
Richard Doherty, its director of 
management services. The station 
also will be provided with national 
and regional sales representation. 

National Telefilm Associates will 
make its basic tv film library 
available to the Oklahoma City 
station. General Electric has of- 
fered to make available a $38,000 
loan if the money is needed to meet 
operating expenses. 

John Esau, former principal 
stockholder, station manager and 
trustee, has been released from 
duties to become v.p. and general 
manager of Television Age. 


Cosmetics Co., Coat Maker 
Appoint Gibbons-O’Neill 
Lydia O’Leary Inc., New York 
cosmetics producer, has appointed 
Gibbons-O’Neill Inc. to handle its 
advertising campaign for Cover- 
mark. The campaign will utilize 
national magazines, newspapers, 
radio and tv spots, as well as med- 
ical and cosmetic trade publica- 
tions. 
The agency also was appointed 
by Rainbow Girl Coat Co., New 
York, to handle an ad campaign in 
trade publications and major wom- 
en’s fashion magazines. Both ac- 
counts will be handled through the 
agency’s recently opened New York 
office. ew 


Skillman Joins Tele-Sonic 


Edwin F. Skillman has been ap- 
pointed v.p. and director of na- 
tional advertising, Tele-Sonic 
Packaging Corp., New York manu- 
facturer of portable bag-filling 
machines. He formerly was sales 
and advertising manager of Errich 
International Corp., New York 
manufacturer of portable bag- 
filling machines. 


Leona Bowman Joins Lewin 

Leona Bowman, formerly exec. 
v.p. of Sterling Advertising 
Agency, New York, has joined 
Lewin, Williams & Saylor as a v.p. 


WNBQ famous “Chicago School” of television has a 
bright new honor pupil on its roster—the BOB & KAY 
WITH EDDIE DOUCETTE show. 


Every weekday, 12:45 to 2:00 p.m., these three Chicago 
favorites turn the pages of their TV Magazine of the Air. 
Women are making a pleasant daily habit of Bob & Kay's 
interviews with fascinating people, Eddie Doucette’s cooking 
demonstrations, and musical features by the Art Van Damme 


Quintet and Joe Gallicchio’s orchestra. 


k ) 
S { a G 1 Yn) ‘ Yes, the new show is stacking up nicely! And, backed 


by an active promotion and merchandising service, it’s well 


embarked on a career of making sure for advertisers that 


THE PAY-OFF IS AT THE POINT OF SALE! 


A few weeks after its premiere, BOB & KAY WITH 
EDDIE DOUCETTE invited its viewers to send in their 
names, addresses and telephone numbers, to qualify for 
’ attractive prizes. For four weeks running, the mail stacked 
up at the rate of 2,500 pieces a week. A grand total of 10,000 


pieces of mail—and the show’s just getting going! 


For stirring audiences to action, there’s nothing like a 


“Chicago School” television program on WNBQ. That's 


how things stack up in the Midwest. 


fe) WNBQ 


represented by NBC SPOT SALES 


VD Teel 


a service of ee) 


wi: 


and member of the plans board. 
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Nielsen Finds Drug 
and Grocery Stores 
Fatter but Fewer 


Cuicaco, May 24—A. C. Nielsen 
Co. has purchased data from the 
U. S. Census Bureau which, when 
merged with its own Food and 
Drug Index figures, allows the re- 
search company to come up with 
new figures on number of stores 
and store volume. 


The figures released by Nielsen 
cover the period from 1948 to 1953, 
and show a shrinkage in store pop- 
ulation, but a considerable expan- 
sion in volume. 


They show, for example, a 35.7% 
increase in food store dollar vol- 
ume between 1948 and 1953, but 
a drop of 4.5%—or 19,413 outlets 
—in the number of stores. 


"= Drug outlets increased their 
sales volume 21.4% during the 
same period, but decreased in 
numbers by 1.8%, Nielsen report- 
ed. In both the drug and food 
fields, the comparison found few- 
er chain stores in operation in 1953 
than in 1948. 


Among independent food out- 
lets, it was found that the big su- 
permarkets more than doubled 
their sales in the five-year period 
covered, winding up with more 
than 15% of total grocery store 
dollar volume. The independent 
supers also increased in numbers: 
There were only 3,794 stores in the 
over-$300,000 volume category in 
1948, as compared with 7,599 in 
1953. 

Nielsen has compiled the new 
figures in table form, and is mak- 
ing them available free to clients 
and other manufacturers in the 
food and drug field and their agen- 
cies. 


Cunningham, Maschler Join 
Earle Ludgin as A. E.s 


Earle Ludgin & Co., Chicago, has 
appointed two men to its ‘account 
management staff handling adver- 
tising for divisions of Avco Mfg. 
Corp. Don R. Cunningham has 
been named an account executive 
on the Bendix home laundry divi- 


Don Cunningham Thomas Maschler 


sion account, and Thomas F. 
Maschler has been appointed an 
account executive for the Crosley 
home appliance division. 

Mr. Cunningham formerly was 
an account supervisor at Stockton, 
West, Burkhart, and prior to that, 
was a member of the advertising 
staff of Procter & Gamble Co. Mr. 
Maschler has been merchandising 
and ad manager of H. R. Basford 
Co., San Francisco appliance dis- 
tributor and manufacturer, for the 
past nine years. 


ADDRESSOGRAPH 
MOUNTING FRAMES 
FOR SALE: 1,000,000 
Prames BB 2200 NEW and in perfect con- 


in boxes of 100 ea., 5000 
te the case. Usually sell for $36 per 1000. 


-01 each 


Will entertain offer for entire lot. 
les will be furnished on request. 


Samp 
NATIONAL ENTERPRISES 
2001 K St. W. - Wash. D. C. 
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WHY GENERAL ELECTRIC 
LOUISVILLE FOR THE 
LARGEST APPLIANCE | 


“We decided to locate Appliance Park in Louisville for several reasons. The high quality 
of the labor supply, the geographic position, its transportation and other facilities satisfied 


our requirements. But beyond that we were looking for a location near a city large 
enough to absorb the social and economic impact of Appliance Park. The more we learned | 
about Louisville the more we were convinced it was our logical choice. Now that | 
Appliance Park is operating at near-peak production, I am happy to report that the 
decision was a happy one for both General Electric and Louisville. We will soon be | 
producing major appliances at full capacity and Louisville continues to grow 


and prosper in an invigorating atmosphere of industrial expansion.” 


Louisville’s Appliance Park, world’s largest Park and Shop, a Northern chain of grocery 
producer of major appliances, will employ 10,000 stores, recently built its first of four modern, self- 
people, adding about 31,000 to Louisville’s popu- service stores in Louisville’s rapidly multiplying 
lation. To support incremental population, surveys neighborhood and suburban shopping centers. 
indicate that Louisville will add: 5,800 homes; Louisville already supports three other grocery 
1,500 professionals; 2,000 retail establishments; chains—A & P, Kroger and Steiden Stores—plus a 
8.000 automobiles and services for them. Louis- large independent chain and hundreds of other 
ville will gain $31,000,000 in payrolls in addition independent grocery stores. Food sales in Louis- 
to G. E.’s $40,000,000. ville last year exceeded $164,000,000. 


SCE LOUISVILLE for all iti. worth / 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Che Conrier-Zonrnal - THE LOUISVILLE TIMES 


375,978 Daily Combination ° 307,499 Sunday * Represented Nationally by the Branham Company 
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Network Gross Time Charges 
March and Year-to-Date 


Source: Publishers Information Bureau 


NETWORK RADIO 
March March Jan.-March  Jan.-March 


1955 


1954 1955 1954 


American Broadcasting Co.* ....$ 2,445,765 $ 2,764,547 $ 7,320,805 $ 8,089,938 
Columbia Broadcasting System .... 4,391,864 5456351 12524418 15,372,037 


Mutual Broadcasting System 
National Broadcasting Co. 


2,034,961 4,109,505 5,715,338 
3,639,278 8,282,310 10,208,000 


Total “$11,236,150 $13,895,137 $32,237,038 $39,385,313 
NETWORK TELEVISION 


American Broadcasting Co. ...... $ 3,806,425 $ 2,640,699 $11,092,316 $ 7,923,445 
Columbia Broadcasting System .... 16,036,896 11,379,631 46,562,763 32,058,441 
DuMont Television Network 628,625 1,205,526 1,949,860 3,759,291 
National Broadcasting Co. ........ 14,122,193 10,981,490 39,714,529 30,466,775 


L c S ‘ = “ie, 8 “" iss , Total $34,594,139 $26,207,546 $99,319,468 $74,208,152 
4 by NETWORK RADIO TOTALS TO DATE 
ra . a ABC CBS MBS NBC Total 
ie ge : 7 «-$ 2,487,140 $ 4,181,787** $ 1,372,532 $ 2,744,204 $10;785,663** 
ae ‘ 3 . 2,287,900** 3,950,767 1,291,938 2,584420 10,215,225** 


2,445,765 4,391 864 1,445,035 2,953 468 11,236,150 
Total ....$ 7,320805 $12,524,418 $ 4,109,505 $ 8,282,310 $32,237,038 


NETWORK TELEVISION TOTALS TO DATE 


ABC CBS DuMont NBC Total 

.$ 3,718,195 $15,831,141 $ 723,960 $13,172,695** $33,445,991** 
3,567 696 14,694,726 597,275 12,419,641** 31,279,338** 

3,806,425 16,036,896 628,625 14,122,193 34,594,139 

«$11,092,316 $46,562,763 $ 1,949,860 $39,714,529 $99,319,468 
*In order to maintain continuity and comparability with previously published data, 
an adjustment factor of 1.817 has been used by P.I.B. in calculating gross network 
radio time charges for those nighttime network radio programs where ABC Rate Card 


CHARLES K. RIEGER 


VICE PRESIDENT & GENERAL MANAGER, 
MAJOR APPLIANCE DIVISION, 
GENERAL ELECTRIC CO. 


No. 6 was in effect. 
**Revised as of May 4, 1955. 


Worldwide Car Count Is Up 
The U. S. had 65% of the world’s 
registration of 87,135,434 automo- 
biles in 1954, according to a survey 
conducted by the American Auto- 
mobile and El Automovil Ameri- 
cano, McGraw-Hill International 
Corp. publications. The global fig- 
ure represents an increase of 6% 
over 1953, the publications say. 


Pacific Mutual Buys Show 

Pacific Mutual Life Insurance 
Co., Los Angeles, has signed to 
sponsor the news programs of 
Virgil Pinkley, editor and pub- 
lisher of the Los Angeles Mirror- 
News, on the 19 California stations 
of the Don Lee Broadcasting Sys- 
tem. Foote, Cone & Belding, Los 
Angeles, is the agency. 


642,105 | 7 - | 375,917 
i. anes 1954 
population ‘s | Sireulation 


337,851 
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circulation 


METROPOLITAN LOUISVILLE POPULATION AND COURIER-JOURNAL 
AND TIMES CIRCULATION BOTH INCREASED 11°, IN FIVE YEARS 


it takes time to call 3 


ONE CALL DOES IT ALL 


In advertising production, time means money. Faithorn 
offers you finest quality typography, engravings and printing ... 
all under one roof to save you time and money. 
You make just one contact—why triple your work? 


One call does it all .. . phone Whitehall 4-2300 


BH ENOL cortices 


N. Dearborn St., Chicago 10, Illinois | Renin 


Over 25,000 new homes have been built in Louisville 
in the past five years to accommodate an average annual 
population growth of 16,000 for the five-year period. In 
1954, at the close of the year, there were 226,000 persons 
employed in Metropolitan Louisville. And year-end state- 
ments of banks and savings associations show that a 
9.4% increase in savings had been reached during 1954. 


ENGRAVING 
PRINTING 
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There Are No ‘Dead’ Media 


The constant discussion in the advertising business about whether 
this or that medium—currently radio is most often cited—is “dead” 
or “dying” seems to us ridiculous. 

No medium of communication has ever died. The first and the old- 
est was the spoken word, one person talking to another. And despite 
the tremendous extension of this ability of one person to speak to an- 
other—first by means of the printing press and then by electronic de- 
vices—the oldest and most primitive of all means of communication 
still seems to be a pretty potent instrumentality. In fact, there is 
scarcely anyone around who doesn’t believe that this old-fashioned, 
one-person-to-another method of communicating information, ideas, 
or arguments, is the most potent of all communications methods. 

Nor has any other form of human communication ever died or lost 
its potency. In the field of communication—which is essentially what 
we mean when we speak of an advertising medium—new develop- 
ments do not replace older ones; they are merely added to the total 
equipment. 

Radio won’t die. Magazines won’t die. Newspapers won’t die. Busi- 
ness publications won’t die. Neither will any. of the scores of cther 
means of communicating a message from one human being to other 
human beings. From time to time, as new methods of communicating 
are developed, old methods may lose some of their favorable position. 
They may be somewhat less used than formerly, cr used in differ- 
ent ways. They may have to develop new techniques and change 
their methodology, but they won’t simply disappear. 

As long as the greatest single need of the human race is to com- 
municate with other members of the human race, there can’t be an 
over-supply of means of communication. There is room for, and need 
for, all of them. 

The problem that any medium of communication faces is not the 
problem of “life” or “death” but rather a simple competitive prob- 
lem: How well can it adapt itself to the present situation so that it 
maintains a more, rather than less, important position in the total 
spectrum of communications? 

Translated into advertising terms, that simply means that all me- 
dia have a place and a function. Their relative importance to adver- 
tisers depends very largely upon what they themselves do to make 
themselves fit into the existing pattern, and to compete successfully 
with alternative methods of delivering an advertising message. 


Moron Population in Business 


Only a “moronic or imbecilic” business man can fail to be suc- 
cessful under the conditions that will prevail in the next 25 years, 
Philip Hauser, professor of sociology at the University of Chicago, 
told a group of marketers and statisticians not so long ago. 

He was referring to the growth in population in this country, with 
its guarantee of increasingly large potential markets. And of course 
he is right, in a sense. 

Yet no one seems to comment these days on the peculiar fact that 
Americans have accepted increasing population as the basic criteri- 
on for prosperity, whereas—and not so many years ago—the typical 
American doctrine held to precisely the opposite view; that is, that 
low living standards were closely related to too much population, and 
that America had to make sure it didn’t absorb too many “outsiders” 
because they would take the jobs and the bread away from those 
fortunate individuals who were already here. 

The common assumption was that America’s high standard of liv- 
ing was closely related to large area, enormous natural resources, 
and a population which had plenty of room to rattle around in a huge 
country. 

Obviously our notions have changed. Size of population, by itself, 
makes neither for high or low living standards. It is only when popu- 
lation is related to productivity and effective demand that it has real 


—Harold Hoffman, Toronto Daily Star. 
“Did you know he buys all his etchings at a discount house?” 


What They're Saying 


Social Responsibility tionalities; non-economic needs for 

Here are some of the “what’s in| Status, personal identification, and 
it for me?” questions that we in| acceptance. In the last analysis, 
industry must be, and in most these are the beliefs and attitudes 
cases are, prepared to answer , Which together form the climate 
forthrightly and with pride: Are of opinion in which an advertising 


we planning well ahead to absorb Campaign thrives or withers; but 


future job hunters in our rapidly 
increasing population? What will 
automation mean? Are we giving 
equal opportunity to all who are 
willing to pay the price in intelli- 
gent hard work regardless of color, 
race or creed? Is business helping 
handicapped citizens who are 
capable of limited employment? 
How much profit are we plowing 
back into research to make for 
better products and services in the 
future? 

It has been said that the future 
belongs to those who prepare for 
it. Just as business faces up to its 
responsibilities, society will stand 
up for business. In this combina- 
tion rests the destiny of our ex- 
panding economy, and an America 
with increasing opportunity and 


happiness for all. 


—Harry A. Bullis, board chairman, 
General Mills, speaking at the annual 
meeting of the U. S. Chamber of 
Commerce. 


PR Vs. Advertising 

The essential difference is that 
public relations and advertising 
deal with different ends of the 
spectrum of consumer motivation. 
Advertising meets the needs of 
customers to know that a product 
exists, to be comfortably familiar 
with its brand name, to know 
about the cost and availability and 
what the product does that is 
different and worth the cost, to 
know the form the product takes, 
and to be able to envision it in 
business or at home. In a sense, 
these and similar needs are satis- 
fied with direct statements of fact, 
made appealing and quickly un- 
derstandable by design, color, and 
word form. 

At the other end of the spectrum 
are new concepts of consumer 
behavior which have become more 
the province of public relations 
than of advertising. Here we find 
defined social pressures toward 
conformity; the stubborn persist- 
ence of cultural mores brought to 
our society by a multitude of na- 


‘advertising itself is not effective in 
coping with them. 
—from ‘“‘New Perspective on Public 
Relations,” by Thomas D. Yutzy and 


Simon Williams in the May-June issue 
‘of Harvard Business Review. 


Not Peale—Paige 
I have framed in my office the 
words of a great philosopher, a 
brilliant student of human nature 
and a helluva pitcher named Sat- 
chel Paige. They are words that 
I pass on to you. Satchel once 
wrote six rules, which I believe all 
executives should obey. I don’t 
think Satch wrote these originally 
for executives. I imagine he had 
in mind left-handed pitchers and 
maybe shortstops—but they sure 
apply. 
I 
Avoid fried meats which angry 
up the blood. 
II 
If your stomach disputes you, 
lie down and pacify it with cool 
thoughts. 
III 
Keep the juices flowing by jang- 
ling around gently as you move. 
IV 
Go very light on the vices, such 
as carrying on in Society. The so- 
cial ramble ain’t restful. 
Vv 
Avoid running at all times. 
VI 
Don’t look back. Something may 
be gaining on you. 
—Dore Schary, executive v.p. in 
charge of production, M-G-M, speak- 


ing before the Sales Executives Club 
of New York. 


Adventure, Too 
Remember that the travel cus- 


tomer is a human being. While you 
present the factual advantages of 
your equipment and service, never 
overlook that man lives not by 
bread alone. He wants excitement, 
glamor, adventure, as well as price 


and service and dependability. 
—Pierre Martineau, director of re- 
search, Chicago Tribune, speaking 
before the American Assn. of Passen- 
ger Traffic Officers in Chicago. 
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Rough Proofs 


One of the main reasons why in- 
stant coffee is making such a big 
success is that even a poor cook 
doesn’t have much chance to spoil 
it. 


North America Companies say 
they are providing better service 
by simplification of the insurance 
business, but you may still find it 
advisable to read the fine print in 
the policies, 


The Old .Professor says the 
greatest benefit conferred by mod- 
ern science on the crowded apart- 
ment dweller was the invention of 
the folding door. 


Among the more appropriate 
baseball names now getting wide 
circulation in the box scores is that 
of Ted Tappe, the new slugging 
outfielder of the Chicago Cubs. 


The Department of Justice, 
which doesn’t like the agency com- 
mission system, might study the 
history of some of those well- 
known house agencies of by-gone 
years, which “saved” the adver- 
tiser the 15%. 


Speaking of the proxy battle at 
Montgomery Ward, Red Motley 
says that if there hadn’t been a 
Sewell Avery, there would never 
have been a Louis Wolfson. 


Biggest problem for any adver- 
tiser is to make sure the customer 
knows how to pronounce his name. 
That’s why Towle Silversmiths 
print it thus: Téwle. 


Cadillac may be accused of gild- 
ing the lily a trifle by suggesting 
that it belongs in the picture on the 
finest occasions of your life, such 
as your wedding day. 


“There’s everything for everyone 
in Atlantic City,” the ad says. 

Including the beautiful gals who 
compete for the title of Miss Amer- 
ica. 


“No matter how old or worn-out 
your present television set may be,” 
RCA assures you, “it’s worth big 
money to you as a trade-in.” 

When it comes to discounts, 
everybody’s doing it. 


The Four Freedoms now have a 
fifth—Fasteeth assures wearers of 
false teeth that with this marvelous 
preparation they can feel free to 
sneeze. 


The Salk polio vaccine, the best 
advertised medical product of the 
century, has suffered from the 
troubles which beset commercial 
products introduced to an enthu- 
siastic public without first getting 
all the answers. 


Better Vision Institute skirts a 
delicate trade problem in its con- 
sumer advertising by urging you to 
“see your examiner,” without iden- 
tifying him as an optometrist, 
optician or ophthalmologist. 
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ACTION is a synonym for department stores. Even one 
slow day can turn the ink red. How do department stores 
get action in Delaware Valley? For 15 consecutive years, 
The Inquirer has been their first choice. THE INQUIRER 
leads the 2nd paper by over 2,000,000 lines. If you want 
action, the choice is clear: Schedule THE INQUIRER! 
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Business is Good—and Stores Expand in 
DELAWARE VALLEY, U.S.A. 


7 19 branches of Philadelphia department Gh ¢ Ph il t ¢ hi an * or 
stores now ary or nearing com- lp ld gain 
o 


pletion, throughout booming Delaware 


Valley—where nearly 5,000,000 people 3 : 
heve - buying em of. cuae £3 1. Constructively Serving Delaware Valley, U.S.A. 
lion annually! , . 
Exclusive Advertising Representatives: } West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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On the International Scene... 


British Meet High Cost of Politics 
With Tight Ad Controls and Free TV 


Lonpon, May 24—British politi- 
cians are restricted to what by 
American standards are woefully 
small promotional expenditures, as 
they compete for votes in this 
Thursday’s general election. 

But they do get free radio and 
tv time, supplied by the govern- 
ment-owned British Broadcasting 
Corp. 

Living costs form the main theme 
of the election campaign. Party 
charges and counter-charges on the 
cost of living dominate election 
posters which plaster the country. 

A British election campaign, for 
all its hustle, is a remarkably 
cheap affair. All the candidates in 
the field will have spent not much 
more than the equivalent of $3,- 
000,000 by the time the campaign 
is finished. 


® Posters, programs and other 
promotional material will account 
for some $1,680,000 of this total. 
The reason for the low costs lies in 
the strict limits imposed on a can- 
didate’s promotion. He cannot 
spend more than an average of $2,- 
400. 

In days of old, it was nothing un- 
usual for a candidate to spend 
$120,000. Voters received as much 
as $200 for the “inconvenience” of 
going to the polls. 

Another law imposed to wipe out 
unfair practises makes it illegal to- 
day for a candidate to pay for 
“bands of music, torches, flags or 
banners.” 

But the biggest opinion-swayer 
of them all—radio and television— 
is free. The BBC allocates time to 
the political parties on the basis of 
their representation in the out- 
going Parliament. 


® Thus, the Labor and Conserva- 
tive parties have virtually equal 
free time on the air; the Liberals 
come in a poor third, and the Com- 
munists just aren’t in the picture 
at all. 

Whatever the result, commercial 
television will go ahead as planned 
next September. Labor spokesmen 
in the past have threatened to re- 
peal commercial tv legislation, but 
the party election program merely 
notes: “Labor will establish an al- 
ternative public television service, 
free from advertising.” 

In point of fact, the state-run 
BBC has already laid plans for a 
second tv station in addition to the 
one it now operates. Equipment 
was ordered two weeks ago. 


® Nationalization of the chemical 
industry is the main threat facing 
business in Britain if the Labor 
party returns to power, 

A Labor government would also 
renationalize the steel and road 
haulage industries, returned to 
private hands after the Conserva- 
tive party won the election of 
October, 1951. 

Labor party designs on the 
chemical industry are tied in with 
its promise of “vigorous action” to 
stop restrictive practises and to 
deal with monopolies. 

“The chemical industry is under 
tight monopoly control,” it said in 
a policy declaration. “Final deci- 
sions of this vital industry are in 
the hands not of the community 
but of private individuals.” 


® Imperial Chemical Industries, a 
giant combine covering a wide 
range of products, would be the 
first to fall under the hammer of 
nationalization. ICI accounts for 
about half of the British chemical 
industry’s investment, but it is 
only one of 260 members of the 
Assn. of British Chemical Manu- 
facturers. 


The entire industry is flourish- 
ing. Production has increased by 
66% since 1948—more than twice 
the rate of any other industry. Ex- 
ports alone run at the yearly rate 
of £237,000,000 ($663,600,000) . 

The election program of the Con- 
servatives makes it clear that the 
party wants no further interference 
in private industry. 

“We reaffirm our belief in the 
system of free competitive enter- 
prise,” it says. “The Conservative 
party is strongly opposed to any 
further measure of nationaliza- 
tion.” 


® Pollsters, pundits and papers 
point to another Conservative vic- 
tory. They predicted the same in 
1945 and 1950—and Labor won 
both times. One firm indication of 
a continuing swing to the right was 
heavy Labor party losses in rural 
elections earlier this month. 


International PR 
Group Is Organized 


Lonpon, May 24—After five 
years of planning, p.r. men meet- 
ing in England have set up the In- 
ternational Public Relations Assn. 
to guard the manners and morals 
of their growing profession. 

The U. S., Britain, France, Hol- 
land and Norway are founder 
members. Canada has been recog- 
nized as a member, and applica- 
tions to join from p.r. organizations 
in many other countries are under 
review. 

Public relations specialists be- 
hind the new body make no secret 
of the fact that they will cold- 
shoulder all but those of high re- 
pute, “Rigid standards will be de- 
manded,” ADVERTISING AGE was 
told here. 


® To this end, one of the first 
tasks of the newly-elected execu- 
tive council will be to frame a 
standard code of practices applica- 
ble to members everywhere. Na- 
tional p.r. organizations are cur- 
rently sending in recommendations 
for this code. 

Holland supplied the idea of an 
international p.r. body five years 
ago. After many international ex- 
changes, it was born this month at 
the sixth annual convention of 
Britain’s Institute of Public Rela- 
tions, held at Bath, England. 

Tom Fife Clark, director-general 
of the British government’s Cen- 
tral Office of Information, prob- 
ably the biggest public relations 
setup in the world, was elected 
president. He was the moving spirit 
behind the establishment of the 
association. 


® Odd Medboe, Norwegian p.r. 
chief of Scandinavian Airlines Sys- 
tem, is the first chairman and 
Richard B. Hall, of Richard B. 
Hall & Associates, Washington, is a 
joint vice-chairman with Choppin 
de Janvry, of Esso Standard 
(France). . 

Each founding national group 
has three representatives on the 
executive council. In addition to 
Mr. Hall, Robert L. Bliss and Ed 
Lipscombe represent the U. S. 

The secretary and treasurer is a 
p.r. man with a London advertising 
agency, T. H. Traverse-Healy of 
F. C. Pritchard Wood & Partners 
Ltd. 


Cockroft Boosted to Ad Head 

Walter Cockroft has been pro- 
moted to succeed Jay Rhodes as 
advertising manager of the Red- 
wood Wholesale Grocery Co., Red- 
wood City, Cal. Mr. Rhodes re- 
signed recently to enter a business 
of his own. Mr. Cockroft had been 
his assistant. 


for your 


WNONTEY with 
LABOUR 


IN CONTROL 


VOTER APPEAL—Economic appeals are stressed by both the Conserva- 
tive and Labor parties in these posters being used in connection 
with this week’s British general election. 


British Admen Hit Ads as’Word Miasma,’ 
‘Poor Taste’; Labor Leaders Call ‘Em O.K. 


BRIGHTON, May 24—Criticism of 
some aspects of modern advertis- 
ing, coupled with harsh words 
against purported American tech- 
niques, highlighted the annual con- 
ference of the British Advertising 
Assn. 

“Advertising for Prosperity” was 
the theme of the gathering at this 
coastal resort earlier this month. 
It was attended by a record 1,260 
delegates—340 more than last year. 

Political speakers of right and 
left came along to praise advertis- 
ing’s role in raising living stand- 
ards. There were suggestions that 
labor unions should be educated in 
the purposes of advertising and 
that admen should consider how 
they can help Britain’s export 
trade. 


® But it was the brickbats from 
inside the industry that enlivened 
proceedings at the association’s 
22nd annual conference. Last 
year’s meeting was devoted to an- 
swering attacks from outside. 

Leading the critical challenge 
was an agency chief, Cecil Notley, 
Cecil D. Notley Advertising, Lon- 
don. 

Appealing to admen not to sell 
“by fair means or foul,” he as- 
serted that much of today’s adver- 
tising is in bad taste and urged del- 
egates to resist the “infiltration of 
American ideas.” 

Mr. Notley asked: “Would it not 
be better to be a little more rea- 
sonable, to restrain our language a 
trifle, and treat our readers like 
intelligent human beings rather 
than as deaf dolts who must be 
shouted at?” 


® Turning to the U. S., Mr. Notley 
spoke in friendly terms of Amer- 
icans and noted he had American 
grandchildren, but... 

“I am worried about the infil- 
tration of the American way of 
life into the British way of life, 
[which] seems based very much 
on things material. I detect an aw- 
ful standardization that may creep 
over everything here.” 

Mr, Notley, who was enthusias- 
tically received, said the “advance- 
guard” of standardization is Amer- 
ican advertising. “Even the adver- 
tising is standardized,” he said. 
“All extremely competent, of 
course, but all very much the same. 


= “The same kids grinning at the 
same plates of soup. Those awful 
cars with fronts like mouth organs 
that are so long they need the 
whole of Long Island to turn 
’round in. Need I go on? Standard- 
ization—tfirst, last and all the time. 
All this amounts to lack of good 
taste.” 

He added: “I say we must resist 
a lot of this infiltration of Amer- 
ican ideas, even if we lose money 


by it. We must preserve the Eng- 
lish way of life, whaever happens.” 


® Another speaker who found 
much at fault was F, C. Hooper, 
managing director of Schweppes 
Ltd. and one of Britain’s leading 
advertisers. It was Mr. Hooper who 
suggested that unions should be 
educated in the role of advertising. 

He told delegates: “It is not un- 
fair to say that we have built up 
in modern advertising a miasma 
of words and illustration which, if 
we could only be away from it for 
50 years and come back and look 
at it, we would not believe true. 

“We have killed the tricks of our 
trade. We have carried this miasma 
of words, this miasma of exagger- 
ation, this coinage of distortion, to 
the nausea point. 


= “It is impossible for the modern 
advertiser to call a spade a spade. 
If he wants to describe a spade, he 
talks about a ‘hydromatic shovel 
with super lift appeal.’ More than 
that, we have developed an exper- 
tise in words which has long ago 
left them completely meaningless. 
But, happily, if you like, we are 
not alone in that. This question of 
word fever, word nausea, is going 
throughout the world.” 

Mr. Hooper also warned that ad- 
vertising is not changing as fast as 
other things in the world today. 

“I am convinced that this nation 
that you have bulldozed for so 
long is going to turn ’round on 
you,” he said. 


® An out-of-the-ordinary speaker, 
with kinder words for advertising, 
was a labor leader—Tom William- 
son, general secretary of the giant 
National Union of General and 
Municipal Workers. 

Advertising is the stimulus to 
demand, he said. “The higher your 
own standards, the greater confi- 
dence you create... 

“Never before has advertising 
better demonstrated to us all how 
many things there are to make life 
easier, more comfortable, and more 
enjoyable. Most of these aids to 
good living are intended not for 
the few only but for an expanding 
range of people. But we must 
work for them.” 

Another leftist speaker, Lady 
Pakenham, a _ sociologist, mother 
of eight and wife of a former Labor 
government minister, said adver- 
tising helps raise living standards 
by giving the housewife informa- 
tion on prices, qualities and quan- 
tities of consumer goods. It also 
holds out higher ideals at which to 
aim, she said. 


® Representing the political right 
was Reginald Maudling, Min- 
ister of Supply, who told delegates 
that advertising has an important 
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part to play in export marketing. 

Although he said he thought 
some of Britain’s competitors were 
more aggressive and persistent in 
their selling, the Conservative 
minister noted: 

“I have been particularly im- 
pressed by some of the advertising 
done in the U. S.—a terribly dif- 
ficult market, highly expensive to 
try and break into. You are very 
foolish to try it unless you put 
enough effort into it initially, par- 
ticularly in the promotional re- 
spect. 

“But some of the advertising 
done there to promote British sales 
has been really remarkable and up 
to the best standards that anyone 
can produce.” 


®#R. D. L. Dutton, a director 
of the London Press Exchange 
Agency, berated clients who make 
advertising appropriations the last 
item on their cost sheet. “We need 
a greater faith in the power of ad- 
vertising,” he said. 

At the same time, he had some 
hard words to say about agencies 
too easily satisfied with mediocrity. 

“Can we honestly say we have 
always racked our brains until we 
have produced an advertisement 
which we would back with our own 
money if the product belonged to 
us?” he asked. “Or do we sit back 
and relax when we have produced 
something which looks passably 
good, which we think the client 
will accept?” 

For all that, Mr. Dutton con- 
cluded that the problem of teach- 
ing men how to live a fuller life 
is “a task for the new apostles 
of the 20th century—the men of 
advertising.” 


Russian Industry 
May Lead West in 


Use of Automation 


Lonvpon, May 24—Russian en- 
gineers are making rapid strides in 
the development of automatic 
plants and now possibly lead the 
West in many fields of robot pro- 
duction. 

Details are sparse, but the Rus- 
sians are known to have some fac- 
tories in operation that are 100% 
automatic. 

Most famous of these is a robot 
plant on the outskirts of Moscow. 
Molten metal loaded in at one end 
emerges as auto pistons—ready 
wrapped—at the other. Accuracy 
to 1/10,000th of an inch is reported. 

It is this plant, built in 1950, 
that is setting the pace for the 
automation of Russian industry. 
Behind the program are _ the 
brains of the Institute of Machine 
Science of the Russian Academy of 
Sciences. 


® The scientists and mathemati- 
cians of this institute have spread 
automation over a far wider field 
of industrial activity than that in 
the West, it is reported. 

In addition to the Moscow pis- 
ton plant, there is a robot factory 
turning out cement. Another is 
making wooden doors and door 
frames, and automatic control is 
an integral part of many other in- 
dustries. As far back as 1953, robot 
machinery was being used in the 
manufacture of 40 different prod- 
ucts. 

Scientists in Britain, still in the 
initial stages of automation, are 
watching developments in Russia 
as closely as possible. There have 
been calls for a central British re- 
search association for work in this 
field. 


® One reason for the Russian ad- 
vance is their application of a 
“general theory of automatic regu- 
lation,” which has enabled tech- 
nicians to use the same set of 
principles in every field of robot 
production. 

_ The engineering department of 
Cambridge University is opening 
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Advertising Age, May 30, 1955 


VOILAI—Jack Aaron, v.p. and treas- 
urer of Sherry Wine & Spirits Co., 
appropriately expresses delight 
after the Champagne Producers 
of France made him a Man of 
Champagne and the French gov- 
ernment bestowed the Chevalier 
du Merite Commercial medal for 
promoting the “wine of elegance” 
in the New York area. 


a course next October to give engi- 
neers and scientists instruction in 
a general theory similar to that 
practised in Russia. 

J. F. Coales, a member of the de- 
partment, commented that until 
recently it had not been generally 
accepted in Britain that a general 
theory could be devised. 


= “There are two reasons for this,” 
he said. “The first is that the de- 
velopment of automatic controls 
for industry has been almost en- 
tirely divorced from the develop- 
ment of those for military pur- 
poses. 

“The second is that the instru- 
ment industry of this country is 
largely made up of small firms, 
none of which can support a re- 
search and development team of 
the necessary size to carry on re- 
search and development for a 
number of military and industrial 
applications simultaneously. 

“As a result very few engineers 
have had experience in both fields, 
and there has been little opportu- 
nity for unification.” 


= Commenting on Russian devel- 
opment, Mr. Coales said it has 
been clear since 1953 that Russia 
has a far more clearly conceived 
over-all program of research and 
development than exists in the 
West. 

“It has been thought for some 
time that the Russians may have 
been ahead of the West in the 
theory of automatic control for 
some years,” he said. 

“Up to the present, however, it 
has always been assumed that the 
West has been ahead on the prac- 
tical application in both the mili- 
tary and industrial fields. It now 
appears that in the industrial field 
this may certainly not be the case.” 


Allen, Bokhof Join Agency 

John R. Allen has joined 
Tatham-Laird, Chicago, as radio- 
tv program director in the media 
department. He formerly was 
radio-television manager in charge 
of all programs and commercial 
production for Lever Bros. Co. 
Henry Bokhof, formerly with 
Foote, Cone & Belding, has joined 
Tatham-Laird as a copy super- 
visor. 


NBC Film Names Lawrence 

National Broadcasting Co.’s film 
division has named Bill Lawrence 
manager of programs and produc- 
tion for the division, with head- 
quarters in New York. For the 
past two years he has been pro- 
ducer-director with Bob Hope. 


Forker, Simmen Join WNEW 

Victor E. Forker, formerly with 
Blair Tv, and Henry W. Simmen, 
previously with Weed & Co., have 
joined WNEW, New York, as ac- 
count executives for the independ- 
ent radio station. 


|Purolator Names Hopkins 
| Howard J. Hopkins, who has 


;, been with the company since 1923, 
has been named merchandising 
s manager for Purolator Products, 


Rahway, N. J. He has held a va- 
riety of posts during this period, 
the most recent being sales man- 
|ager of the jobber division. John 
W. Puth, formerly with United 
Advertising Corp., Newark, has 
joined Purolator to work as assist- 
ant to Mr. Hopkins. 


Huntress Joins Chrysler 


Jack B. Huntress has been ap- 
pointed merchandising manager 
of the Chrysler division of Chrys- 
ler Corp., Detroit. He formerly 
was advertising manager of the 
Nash division of American Motors 
Corp. 


Lionel Names Grey; 
Agency Adds Two 

Lionel Corp., New York, has 
named Grey Advertising, New 
York, to handle its electric train | 
division, which was formerly with | 
Buchanan & Co. Grey also has the 
Linex division. 

Joining the Grey agency were 
Harold Shaw, formerly with Look, 
as production manager, and Jerry 
Kaufman, formerly with Arthur A. 
Schmidt & Associates, to the pro- 
motion-publicity department. 


Zipp Named Sales Manager 


Bernard Zipp, formerly account 
executive of Bernard B. Schnitzer 
Inc., San Francisco, has resigned 
to become sales manager of Golden 


Gate Salami Co., maker of Galileo 


Blocki Heads Simmons Office 
Gale Blocki Jr. has resigned 
as midwestern representative for 
the Radio Advertising Bureau to 
become Chicago manager for the 
“newly formed representative, Sim- 
mons Associates (AA, May 16). 
His appointment as v. p. for Sim- 
mons will be effective June 15. 
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SECRETS of WRITING POWER 


revealed in The Wizardry of Words—ideas of 
many masters on how to get the ‘feel’ of 
words and make writing ‘alive.’ A new, fast 
way to get at the core of good writing. 
You'll get a lift from this meaty 48-page 
book of inspiration and sound advice .. . $1 


A.C. BELDEN, 394-8 Pacific Ave., San Francisce |!, Calif. 


The NATIONAL TOY JOBBER—Quick, sure way to get toy distribution. 
Circulation includes 6,500 toy wholesalers, 2,000 toy manufacturers, 
600 sales reps. The only trade paper giving blanket coverage of the 
wholesale toy field, manufacturers and reps. All ads keyed to Reader 
Service Card. 

SOUTHERN TOY JOURNAL —Over 4,700 circulation in the big 14- 


salami and client of Schnitzer. 


state Southern toy market covering all retail, chain, dept. store and 
wholesale outlets. ‘Rood and supported py Southern toy people = 


P.O. Box 441° 
Pine & Luckie S$ 


Atlanta, Ga. folder 


Murray Hill 7-6865 


AVE 


you don’t buy the hen— 


YOU BUY THE EGGS! 


In Kentucky it pays to put all your eggs in one basket—in WAVE, the 
station that gives you exactly what you need, and at the right cost. 


KENTUCKY’S MOST IMPORTANT MARKET 
WAVE’s 59% BMB daytime area is almost a perfect duplication of the 
Louisville Trading Area, which accounts for 42.5% of Kentucky's 

Net Effective Buying Income! 


BIG-LEAGUE PROGRAMMING — HIGH LISTENERSHIP 

WAVE is the only NBC station between Cincinnati and the 
Mississippi River. Local programming is top-notch, too — we employ 
62 people on radio alone, 44 of them solely for on-the-air activities. 


Don’t buy the hen—buy the eggs. NBC Spot Sales 


has the figures. 
WAVE 5000 WATTS 
LOUISVILLE NBC AFFILIATE 


SPOT SALES 


National Representatives 
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Elks 
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only in The Elks Magazine. 


ges For Sale? 


_ will entertain 
4+<guests 51,800,000 
-_ in 1955! 


Elks 2 are Friendly pee who like to 
open their homes to guests frequently. 


The average Elk entertains 4 times a month. 
87% buy soft drinks for home use. 

93% serve alcoholic beverages to their guests. 
Elks are inveterate hosts. As business and 
social leaders in their community, they are 


called upon to do an extraordinary amount of 
entertaining. You can reach this market 


Get the whole picture about 1,080,839 
Elks (ABC). See the new Ross 
Federal Report packed with facts 
about Elks and their magazine. 


MAGAZINE 


New York « Detroit « 


Most Point of Sale 
Is a ‘Waste, Says » 


Nabisco’s Chase 


New York, May 24—Nabisco’s 
special products division thinks 
most point of purchase display 
material is “extremely disappoint- 
ing,” and won’t use it. 

Hal Chase, division manager, 
made this frank statement last 
week to the Merchandising Execu- 
tives Club. 

After qualifying this by saying 
the division wouldn’t dispense with 
it, he added, “But the average 
point of sale material is an abso- 
lute and utter waste.” 

“Food stores shouldn’t have to 
be begged to put up this material,” 
he said. “The store operator doesn’t 
want it, and he won’t want it until 
it improves.” 

The Nabisco special products 
division distributes non-perisha- 
bles, such as Shredded Wheat and 
Milk Bone dog food. 


Barksdale to Alexander Smith 


William E. Barksdale, formerly 
executive director of the Missis- 
sippi Agricultural and Industrial 
Board, has been appointed director 
of public relations for Alexander 
Smith Inc., New York. He succeeds 
Richard P. Axten, who is joining 
Raytheon Mfg. Co. 


Northwest Orient Boosts West 


Howard R. West has been named 
director of advertising of North- 
west Orient Airlines, St. Paul. Mr. 
West, formerly assistant director 
of advertising, succeeds John W. 
Waddill, who has joined Time Inc., 
New York. 


Chicago « Los Angeles 


BUT... 


41.7 


She Felyer Halions 


YOU MIGHT THROW A BASEBALL 443 FEET*— 


YOU NEED WJEF RADIO 
TO PLAY BALL 
IN GRAND RAPIDS! 


WJEF gets the biggest share of the Metropoli- 
tan Grand Rapids radio audience, morning, after- 
noon and night. Latest Hoopers show that of the 
area’s 116,870 radio homes, WJEF delivers: 


20.7% more morning listeners than the 
next station — 

13.8% more afternoon listeners — 

53.3% more evening listeners! 


What's more, WJEF costs less. On a 52-time 
basis, you can buy a daytime quarter-hour for less 
than 25¢ per thousand radio homes! 


WéEF 


CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY 
Avery-Knodel, Inc., Exclusive National Representatives 


Wy BELEN I 
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Advertising Age, May 30, 1955 


Getting Personal 


G. Everett Hoyt’s daughter Susan was married May 7 in Fairfield, 
Conn., to Howard Morris Jr. of Southport. Mr. Hoyt was formerly 
ad director of the Liggett & Myers account at Cunningham & 
Walsh. . .Rosemary Quigley of Kansas City, Mo., wed Hugh Phillips, 
NBC-TV television director, in New York. 

Richard Berlin, Hearst Corp. president, has been appointed to the 
Saratoga Springs Commission by Gov. Harriman. The commission’s 
12 members administer the state spa, serve without salary. . Edward 
Von Tress, Curtis Publishing Co. v.p. and ad director; Henry Ober- 
meyer, Bozell & Jacobs exec. v.p.; Sam Youngheart, Warwick & 
Legler v.p., and Harold Duchin, Doherty, Clifford, Steers & Shen- 
field space buyer, were inducted into the Baruch School chapter, 
Alpha Delta Sigma, national professional ad fraternity, City College, 
New York... 


MERIT SYSTEM—Atlantic Refining Co. receives citation from the Poor 
Richard Club of Philadelphia for 19 years of high-standard sports 
broadcasts. Left to right are John LaCerda, club president; Clarence 
Jordan, N. W. Ayer & Son executive v.p.; Dwight T. Colley, At- 
lantic v.p., and Richard Borden, Atlantic ad manager. 


Lloyd Howard, president of Lloyd S. Howard Associates, New 
York ad and p.r. agency, refought the War Between the States, 
spending four days at Fredericksburg, Va., where Civil War Round 
Tables throughout the country gathered for their annual battlefield 
tour. He’s a member of the table’s New York chapter, and is prepar- 
ing a book on the war. When last seen he was storming the works of 
Chancellorsville, the Wilderness and Spottsylvania Courthouse... 

Bill Hedges, v.p. in charge of NBC integrated services, will be- 
come president of the New York Rotary Club July 1...Harold Tit- 
man, Kudner Agency comptroller, was given a color tv set by J. H. 
Ellis, agency president, and eight other quarter-century ad business 
co-workers May 6. He joined Kudner when it was founded in 1935, 
after resigning his comptroller post at Erwin, Wasey & Co., where 
he began his ad career... 


FOR SERVICES RENDERED—Ad Men’s Post 209, American Legion, New 

York, receives the President’s Committee for Employment of Physi- 

cally Handicapped plaque. Committee chairman Maj. Gen. Melvin 

Maas, Marine Corps, retired, blinded in both eyes, presents citation 

to post commander Cyril Ellison, ad manager of American Artist. 

The post has placed 160 handicapped vets and contributed $17,500 
to Just One Break Inc. since 1952. 


Don Francisco, J. Walter Thompson Co. v.p., is chairman of the 
ad division, Greater New York Fund campaign, and DeWitt Howell, 
New York ad manager of Cowles Inc., is magazine division chair- 

n...Gordon Gray, WOR-Radio and WOR-TV v.p. and general 
manager, has been elected a director of the Better Business Bureau, 
New York City. 

Leo Egan, WBZ sports director, received “a small token of appre- 
ciation” from the Nash Dealers Assn. of Greater Boston—a new car. 
What kind? What else!...Preston Roberts, manager of O’Mara & 
Ormsbee’s Detroit office, was guest of honor at a luncheon given by 
co-workers and publishers in New York April 30 after the ANPA 
convention. . . 
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FM Broadcasters 


Defer Proposal 
for Toll Radio 


WASHINGTON, May 24—Ben 
Strouse, WWDC, Washington, came 
close to putting through a resolu- 
tion in favor of toll broadcasting at 
an NARTB session on fm radio 
yesterday. But it wasn’t quite what 


NARTB Meeting 


it seemed—and it didn’t get across. 

Mr. Strouse, chairman of the as- 
sociation’s fm committee, actually 
was attacking “multiplexing,” a 
system by which two or more pro- 
grams are broadcast simultaneous- 
ly on the same frequency. This 
would allow stations to carry 
“background music” on one signal 
—selling it profitably to stores, of- 
fices and industrial plants—and a 
regular “free” broadcast on the 
other signal. 

This appealed to many of the fm 
operators, who were willing to ac- 
cept the FCC’s requirement that 
the main signal carry 36 hours 
weekly of regular diversified free 
programming. 


=" To Mr. Strouse, however, the 
idea of setting aside a main fm sig- 
nal as toll-exempt was a threat. 
He and a number of other fm 
broadcasters already do a good 
business selling their regular 
broadcast signals as background 
music—with the commercials 
struck out and a “beep” signal 
substituted. 

These “beep” broadcasters—20 
to 40 out of the 500-odd in the fm 
business—found themselves faced 
with the possibility of a sudden 
and costly conversion to the multi- 
plex approach. Representing them, 
Mr. Strouse sought to get NARTB 
on record in favor of legalizing toll 
charges on the main fm signals. 

His resolution was broad enough, 
however: It called it correct, as a 
matter of law, for any “broadcast 
licensee” (not just fm) to “make 
a direct charge to a listener for a 
service rendered by the broadcast- 
er over his licensed frequency.” 


= Raymond S. Green, WFLN-FM, 
Philadelphia, led the opposition. 
After making it clear that “this is 
essentially subscription radic,” he 
suggested that Mr. Strouse was “a 
couple of years ahead of this time.” 
The resolution was tabled. 

The whole maneuver tended to 
show one thing: That the charge- 
the-listener principle can be cut to 
fit many a measurement. 


Merchandising Club Elects 


W. Robert (Bob) Eagan, Foote, 
Cone & Belding, has been elected 
president of the Chicago Merchan- 
dising Executives Club. Other new 
officers include Earl Miller, Jewel 
Tea Co., and Homer Hattendorf, 
Chicago Tribune, v.p.s; Werner 
Jensen, Borden Co., treasurer, and 
Irwin Schwartz, Advertising Dis- 
tributors of America, secretary. 


CBS Promotes Fred Heywood 


Fred Heywood, formerly director 
of sales promotion and merchan- 
dising for KMOX, has been ap- 
pointed manager of sales promo- 
tion for CBS Radio spot sales. He 
succeeds Sherril Taylor, recently 
appointed co-director of sales pro- 
motion and advertising for CBS 
Radio. 


Maidie Alexander Joins BBDO 


Maidie Alexander, formerly ac- 


count executive, food product pub- 
licity, Ruth Ludgren Co., has 
joined the public relations depart- 
ment at Batten, Barton, Durstine 
& Osborn, New York, where she 
has been assigned to the Campbell 
Soup Co. publicity account. 


CBS Radio Appoints Three on 
Coast; Names Three Others 

Dudley Henry has been ap- 
pointed Pacific Coast sales man- 
ager of CBS Radio and the Co- 
lumbia Pacific Radio Network, ef- 
fective June 6. He currently is in 
the network’s New York office. 
Byron Nelson, an account execu- 
tive of KCBS, has been named 
manager of the San Francisco of- 
fice of CBS Radio Spot Sales, and 
Seymour Whitelaw, KCBS eastern 
sales representative, has been ap- 
pointed an account executive in 
the same office. 

Milton F. Allison, formerly east- 
ern sales manager of CBS Radio 
Spot Sales, has been named assist- 
ant to the general sales manager, 
and Keith Baldwin, formerly sales 
manager of WAKR, Akron, has 
joined the sales development de- 
partment in Detroit. Robert C. 
Smith, previously director of pro- 
motion and publicity of WGAR, 
Cleveland, has been named man- 
ager of presentations of the Chi- 
cago office of CBS Radio. 


“For BIG SELLING RESULTS in the lowa 


farm market... you can’t beat lowa’s © 
only localized farm paper — 


Because it’s so localized—Iowa’s 
big- buying farmers REALLY 
READ, REALLY BELIEVE in 
the Spokesman. Its 147,000 
circulation is published in 12 
weekly editions — each edited 


for a specific area. No other 
Iowa farm paper sells Iowa on 
such a local level — at such 
low cost. Write for 1955 Market 
and Readership study. 


> Fin Buncaw Spanesnan 


SS Fate oe 


PORT OF 156 MILLION DOLLARS WORTH OF CALLS 


San Diego’s harbor is a busy place. It has to be - 
to handle 1,574,987 tons of seaborne cargo in 1954 
...an increase of 164% over the year previous. San 
Diego is preparing to accept even more calls in the 
future ~ with a $9,460,000 shipping terminal that 
will accommodate 8 deep water ships at a time. 


REPRESENTED NATIONALLY BY 


This is just one more example of San Diego’s 
growing importance as a world market. To sell 
this busy, prosperous billion dollar market... you 
can’t beat the 90.04% “saturation” coverage of the 
San Diego Union and Evening Tribune. No other 
media delivers so much... at so little cost! 


San Diego Union 


IMPORTANT CORNER 
IN THE U.S.A. 


: : +, pu 5 ad eS “ a ; rs. Bae gy eee rer es Saas sit Hint ] 
EE es ~ 
$ gi : eF ’ . oe , ae E lak Pet See es KS é Dine ie we heey geass Us r oe: ne in amy : _ 
— ‘ ? . % } we i Liat 3 Fy! ot SS eee et ade ana 5. ” ; 

Se , | 4 sre o ae tay aa A ? ei eee ne ¢ ee = Felis hcp Pept rie, J biies 
Te : j | angle | > 1 } REEL Sf SY, Paes 
_—— - $ j ; igist y: a - 
err: . a ic 
Ct ‘ 
— 

— 17 
ind ee . 
- 7 i 
) 
E eS Seek OS en 
# j / / a : Lvs SR BS ae 

¥ Vi / 

‘ @ Hijo i ! 

‘s ‘ Jo oe 

Z ‘ies —— Mi : 

E | a 

. yesuits / 

a n . 
| n : 
as | ‘ 

: PRE 
- Mer 
norte rans nearer ae Se 
, SR ee ete, Sirtsa eens 4 oy SE 
See ERS 
Le a aaah! hs Oey aus RS ee ae 
j Sa RS Be Yee 
| ee Seay SR BR te 
. | Ss _ =_ CA Ye pa : 

* See TR Se IB eR & ae 
e Gen Vea Vea Eee So Rieter 
: Sa = Pe, oe eet ae ems 

‘ as a. Prcteenteg ier. Serer ee its 

; ‘ EB eae te 4 7 < 

: Eisenia aetna manent ncn ay 

M ' ee ee aR : 

; a becca pierce 
~ eee we 
Fj { & : : oe 

f oe weer ; Sets ees 

iss om - 
ru - : 
3 - - 

2 OS See ee ee 
% 5 Se oa 
ay mee LL 
ie: 

, | 

a P ee eT : + 
‘ . ties ‘J = : - 

— | ; \ wT ial 7 
\ : =) ‘ | ms | 

—ar 20 J oe RR 

Sy hee 3 Se ae hee er 

i —_— 4 — — Oe TE ein ome e 3 ‘a a a 2° eee 

a — ; oe eo ; Te see Mee 
y ke seo r a eae : 
at | q 140 . aM he age 

."? : | ARS, sit Genes <: ae) «ayes 
sii ? ~. grap eo - sn - a a ce ; Bie y . Sak, i ae , : <% Kr ‘ 

ash . r\ : \ fs es ; * ee. . . ‘ ‘ ; pat, Pree i : 

’ 4 . 2 ee " ™ 3 ‘2 = ‘ 4 3 
 &§ ‘ j rs 0 oF : a. 
oie i ! a y ‘ a. / ee oe ‘ 

: | Bs iii os ih oe 
es ~ \! TF ee ws pia . i.) See ; sone ds 

: 5-3 , oe ls a Re Se ge 

y \ ,# 5 -¥ SRS 2 hs See "gt ito hhc ay cea 

. . 2 ; i ae ey, z é% ee Ma a Meg i 

te } 7 Ss» ita ee eS ee 

j - . Md as % 
; : : f = ‘ : ; 
= e ~~ & : 

: tee | Ve 2 _ 4 

# Wg eee ta ] ioe Or aed henge Ma j : ry é ; 
oy ) ~ riage a Se ae ell a . t 4 . ‘G .. 
a i a. | ta all ~ li . _—o | 

Crd ong i ae ige <a ome - : . = ae ae Si aia Is 

* eee. as. WH saat ‘ = - i ‘ nee : . ad ca 
ye a aa y ‘ 3 Ah Ne ad 

: Lede ; % i F ies bak ie porns at 
a \ 4 a ; 2 ee ; seemed 
os ‘ . 5 ome oa a Tr a% a . - » oN | we 

F i} ; ; 4 eee, Wo “ie ee 3 ree es \ : Si oes 
ia 4 . j d £5: of a aD 2 oe eer = : “2 , 4 a “ oe i 
- ol y ba aa a 7 pena | ae ee be « poe, as. - 4 ~~ B': Baty 
os : “? ‘ : es Sag saa sient Oe ai : - ot sie 
ass j : 4 ee ; ee pare +4 J ox b = s oe 
ij ¥ ee eee om. i. — ¥ # te ‘ : - ‘ ' ei 

" ee se “3, ane hoe " 5 e . ae iy 
a ae ge te eR e's ‘se uf? 4 ‘ eae ———— ll ' : FE 
o . oe 4 ati, 4 ‘ i: ae * 7 a - @ * pins 
\ anid: TF ore ee 2 (Sa otk 2s . : » 
ase: M | ' “sg Wing 8 “% > e: com + ae a 3 ve é Ns —. * e a ihe ‘s oS ke ad 

= J | d 4 “ : ~ eee 4 + ab Te ae ' é : 4 P be Pee 
a4 | .% ee j4y pee @ Ra i ol ee ee Pi _ eae .% ne we re 
Bx A a 4 \ Se ee ee e ; * — a . “ 7 gee 
og ae > ie . 4 ia ee oe fia es and oe oy. Ba 2. Tae 
aa —— fe i ee _* £ a Oe a af Ae, gia 
rig | = " p ‘ 4 aka te ane , om ® bs F oa» ae 2 ae Se. Se 

Ss eA C4 , vig - ny : Sees 5 ~ oa x | ia be 
as i; ¢ P 5 hs ' ¢ es ai , & a. ‘4 ene = Ss ite Me ah, 
ie i Z » ¥ ” i fy: ; Pai ae OPE ag ke - a « : = 2 we . — 

bi ; | . es “es , i ‘ me eS ek eT i .. =: <4 

_ * o ce. tet 3 — F 2 al a me ee Ss ei ae ig ag ith at a gad sr = Se hi Ee 
~s ie a ‘ > = ees 4 a: a one ‘a i ot ee i ne 5 Rae Ee ae 7? ee 
. > ae _ oe Cerne ea OT » i.e 7 oS tas cra ie as Ue es oi ene eal Riggs en) lg eo hy ae! 
ae eae — ‘ ‘ , PETES : eae veal’ ' oo oa ee ms as 
ae. ey itd aw Bio? iii wees a eld ie ee a oe ae gee Pee. OE + « a 

ate, 2 aa es f Sih. = = —— . cow. Ate ee ee . i Pears: a. a sagged — i 
4 - - * +5 os ' od > Eo a A . & F OS ed a “ cre ’ af 
sro ‘ fe ieee ne > i eaeaaler ie ae ka , a ee : ye 
x Sie *§ a a e oleae 3 ee . eee . a . eases Pe ee 4 — . 
ye el ' ae ae eS eG ae ee ° al . 4 © = : F j : aie 
ae | er oe ae Se. ee ess, : —_ a oy Pl : = i gp = 
ra ih) Tea: elie atte ~ ae Ol ‘‘ ye -_ + : 
a a oor a eee i an, oes . Pee Mi ; i oe a > sf 
= pees Fagg yt oe oe ae ee gar gh Me ees ee : AT i oe ae a eae oP ee 
ey ar pie 2 alien eee ea | Rs a aoe, rar ite, § ~ at # Pde ys ie ee bs eine ee: Oe de 

eae | pao a. in oy Be ee eee 4 ee ee eee Cae ay , ee ae “gg fo 2 pa poe Pi ? eee fo ae 

os. tien Ca: Me ee ve a Wh gg hae age ele fo ose a ae bala se | Ss <a ° eee Le ee ll a ei s “i 
tee Ca, Se. ten ee oT ee eA a a SS er | 
=< 8 oe <A eee Do Net lagi meets | eee: Pee er ee o intel ey , a ie 
>. ae i pe sees ae ie ep ee: a. ae ee ee oa | ae ee aa 4 MeO ee = " en ae oa i fig a 
a t ae os ~ eS OC” ae ee A, eae ae — a> Oe, te -——) . i si + ee 
ee oe J. i a ee 4 aS to ee ee. ~ ee. a ¢ : ahaa , ei 
=< { Ae ee ‘bi 4 ma Be . < oie “Te ty 2a ae oan vere hale a Pee te: ea 5 eae Fe aa i... . ie a oe - 

a. ee — Sem | ah athe one's eet ee eS paws ep a ; on 
Fake i = ee i 7 ae 9 ere ef a ae ee Pe. Ss ee aE tp: erin a. Oe ee . -e poe 2 
pak | A- Sora ae a a .. ee | = gl we Tee ies aa EN oa Se Mook oa “ , \ 
nee 4 ga ee ee. Se “— 4 2 ie To aa oon " Rayo: ae MES a ae 2 
as | pss Fan a bn — ie Oars Beret | Rane Bee na oe So oe a | Pee Wie PS ihe eqe = 
in ale agg oa a . ris ee 7 ae lak on " en) we Se oe ee —— - ee 
ee \ a 2 —— eS ie bed iin ph 3 — i See i See ane ae ‘d % ’ : me 
= \ 4B ee: : oat He, sou “ . ‘ EE. by ee es ee — 4 : ae: a ae : ah * ie ae 

‘ | te Me Wes a! Seater ee - ‘ ze ~ ¥ ane r a ne aie ae es =: ‘ - bee 7 - ; . ph Bb 
lot SS ne. ae 4 iabeieer iE et 5 epee. 5 i ae : ie ; i : 
a oa eae acu Ol — a ee BU ee RY oe ae, Le wee ete et ut eel ; P 2 r ‘ 
\ She ke : aye = fy git. EAM he ei eg, P& ol Se 3 a oe Pie ra * eal ae. tue : hw Tg 

ee oF se » a a ke et ed 4 3 ee ee > See | a’ , send 

J a é . a GRY wir ee ae ee rer. Ae ; to BAe ae 
ict ae q ett 4 2 ; io an bp RY ee € 4 ‘aa i i at - if - 2 ae pat cos z) Fe * 3 So tt a4 y \ * ’ 

i. aia Maal aeh ee , F ; ; Sey a ee lll a iirigr ae nae aa a PRs all * b ae a 
e, Bye eae,’ - + % a es * : ~ ia ia Vers 7 $8 ee Os OR ee ae a ee 
ae ( ees Sie oe iG 4 . oF 2 we ah hes: z ae med Bit: . psi . eS ee et og Bare —— , * : 7 ae 

Ee gee ties Ge a) i 4 ge ¢ as agers ee P a ee | Taha ae —- i ® a 

oe : cae y a 8 ed , 7 eee Me hy a Sere Fy Be 74 ‘ — 
Tey P Th nan a soir , =< Poses pen beta ‘ a / J k aaa 
Ro § - = Fo tis eats 8: aps wy Aan a “on 7 — 

Byes Fi sane = ies Oh ee ry % + 5 x i 
aay im ae 
aa a" ) 

Thea i 
tet 

iit ? | 
| 
' 
: ' 
= | 
t } | 
ati 
: | 
re 
y | a eet ie F(T 

a al 

ee ao 
on EEE eS 

tent ii ee ts Pye eS sp THE i 
e si Oe ole peree,..2* See: -HOLLIDAY COMPANY, INC. 
ia | i eee =THE MOST 
* . a > = 
ons a rs si 4 iu ies sees leek i aii ial 
on | . — e 'Saa aa a ) 
oar | SAN DIEGO, CALIFORNIA 
‘ | Se a Bab « Hows " 0h i enli ev 
~ 
an | ’ 

ee 

i Ml 
et - 

Veieeeiirs Ss ee hg 
Sted ity Ree ern aa Rg Bens et eves Tita. <p ebhealy gta gk ogee a oc oS ae RT Sale, xs. + 8-5 18, oe ad . ae 
ae Meteo Ages Ao tee Pee Ae i Os RS oa dates Ba ote Ca oar mba Re” aia a 5 ae he ee ks pes bs His > far POR eaR end AS. Bog : . ' “ wee ; re 
ey, Sta OM IR eg ae me PL oS Geet age Fe Sips DORE SER Ge VP BE Te ay SES SABE Re et Dh a ee mal. A Sg ee OE Mea FA a Ca 5p hy bok OR aah ag ie Oar af aie iy Bue ee + oh 2 : i : ; ’ = er a8 
aS ore Ne a A aoe Lg te eS, aa “al ps pas, ee % Fes vite ett ee noaer 3 us ie Tex Sec! ; ot oat ea es ned ) je oo ee eke Fae etnge Bae ‘ id | Be eae, Pie: awe bd he i, Pe 4 ‘ - Gig rd chee eres ate TY ee ‘a Stas 28 SIE ay BS gt t Maes kes : 

toe Oe Aaades seg Ne ESO te RP ge WA eh, Fn od eg hE Aceh, Pr Ow. Series ake eit say eo Cees iS Sa Bi AS ad ON AS TW Be Past pe AGE RL hel tes peer Wes ete etre, TE Aa See! hp yee eo teem eam tae Brae 10 

Ea ha idg eich eae RET Da Snags ae Dp eA. ARE Sy BGC eS © Pie Bs ing SON Ok Ee SER TEES cre Reet igh. CGO Re a ie ie 
gt Be Ry ka ot eae, a PARE. p> Maar Seige PARE te hee ye oes Ag WO! Fn ag ay Fe Stes ak, Pak > dies trey ope ee PO Be ee ne Phy, ae Eire > ae hae he oT sone tt pes a PN AE AR on aM ee ee OS eke ES oP ee. 
oP Bee a STAT NT RT PE POE EUR Ga, MEIC REET AE Bre matt aR eter he BY a > tte Si EY age Ae at ae oe a eee late wee Piva CoA arate W PEE Ie Nee (A Gr eae oh 

> a a a ay . ‘ee a oe ee i cea ee. TN pa - ta? ay : 5) Ps a oe Ow Gd :. ie Pe ook * Sm am Fr ~ Pade i ed 1S ne Ree Se <a og | ah Rk A ae Pay ade ee eS” Lew See es oe pay ds ra ee re we by Se see gee de AS oa Py 
eS z yee 2 aga A cag ari. A oo) Gad wre Pe Me ee aa Pea +e : (Ae a fe ee Py At a ee Pe ng” ae er eey x Re eS ge fe PORE SSS Sef 8 a > os 
Pee anh OU fe eee St eee nee es oN net goer eke eT wee RS ae Se es EERO SG es OP EE Pe < es 
JF” Py OO SO ae ee Yo eee wh ode Bae ae eT pt eas 4 Vee ai a eter ge Toe Pre ae eS el aes fo ‘ 
ee OSS NS ee i ee ee ey ee el ee ee ee ge oor es ¥? Fe 
pS Pe ay, 5 gee 


TV Helps Ads in 
All Media; but 
Especially in TV 


NBC Study Shows TV’s 
Influence With Both 
Consumers and Dealers 


New York, May 24—People are 
more likely to buy the brands 


they’ve seen on tv, and dealers| = 
more likely to stock tv-advertised |/ 


merchandise. But the medium of 
video also boosts consumers’ 
awareness of all advertising. 

These are among the interesting 
findings in the National Broad- 
casting Co.’s “before and after tele- 
vision” study (AA, May 23), the 
results of which were made public 
this week. The $250,000 survey 
covered 7,500 household heads in 
Ft. Wayne, Ind. 

Members of the group under 
study were visited in the fall of 
1953—before television came to 
their town—by W. R. Simmons & 
Associates interviewers. They were 
questioned again in the spring of 
1954—after one Ft. Wayne sta- 
tion had arrived on the air. 


® An NBC comparison of data 
gathered in the course of these two 
visits showed: 

1. The advent of television in- 
creased their total exposure to all 
advertising media by 41%. And 
most of this total went to tv. Set 
owners watched television 173 
minutes a day; they devoted 94 
minutes daily to newspapers, mag- 
azines and radio combined. 

2. People became more conscious 
of advertising in general after they 
became tv-owning families. But 
seven out of ten of their advertis- 
ing impressions came from televi- 
sion. 

“Television became a_ greater 
advertising source than newspa- 


BERNARD P. 
GALLAGHER 
Negotiator 
Purchases Consumer Magazines 


Sales Business Publications 
Mergers Advertising Agencies 


147 W. 42nd St., New York 36 
LAckawanna 4-1631 
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RECORD PREMIUM—Gil Hodges, John- 
ny Antonelli and Whitey Ford tell 
of baseball thrills on a 78 rpm pa- 
per record offered for Howdy 
Doody twin pop or frozen confec- 
tion bags in a drive for the ice 
cream division, Doughnut Corp. of 
America. Blaine-Thompson Co. is 
the agency. 


pers, magazines and radio com- 
bined were before the family ac- 
quired its set,” the report declared. 

3. Tv gives the viewer a liberal 
education about the sponsor's 
brand. Brand awareness increased 


45% after video; brand association 
went up 59%; trademark recogni- 
tion gained 68%, and favorable} 
brand rating (the housewife 
viewed the brand as a good one to 
have) increased 41%. 

4. Television pre-sells durables. 
After its product’s appearance on 
tv, a washing machine manufac- 
turer was thought of 44% more 
often as “making the best.” And) 
38% more housewives indicated, 
they would “consider buying” a 
brand-name refrigerator. 

5. Video advertised brands usual- 
ly improved in categories of ac- 
ceptance at the expense of their 
non-tv-using competitors. In the 
whole of Ft. Wayne, tv brands 
in the package goods field in- 
creased their share of purchasers 
by 19%, while non-tv brands fell 
off 11%. 

6. Advertisers classified. as 
heavy users of tv increased the 
number of their customers in the 
market 48%, against a 28% in- 
crease for users with small sched- 
ules. 


7. Tv, as an advertising force, 
retains its hold on the audience. 
“Those who had owned their sets 
longest—averaging a year or more 
—showed the highest buying levels 
for tv brands,” the report asserted. 


8. Television goes over big with 


dealers. As the network report puts 
it: “Dealers are among the first to 
get sets themselves. Half of them 
owned sets before television came 
to town. Four dealers in ten have 
stocked new brands recently as a 
result of tv advertising. 

“Ty advertising tops all other 
media in causing the dealer to give 
a brand more shelf space; ditto for 


| giving special displays. 


“On ‘doing the best job of mov- 
ing goods in your store,’ dealers 
favor tv over newspapers almost 
three to one, and over magazines 
almost ten to one. 

“Dealers recommend tv to na- 
tional advertisers. If their advice 
were asked, one in ten would rec- 
ommend magazines, seven in ten 
tv and three in ten, newspapers.” 


® NBC summarized the highlights 
of this study in a film which was 
shown this week to advertising and 
agency representatives in 22 major 
cities. The film was transmitted 
from New York via a closed circuit 
tv hookup. 

Hugh M. Beville Jr., director of 
research and planning for the net- 
work, also presented the film and 
a summary of some of the project’s 
findings at the Washington NARTB 
convention. 

The entire project was carried 
out under the supervision of Dr. 
Thomas E. Coffin, manager of re- 
search for NBC. 


Four to Sponsor Concerts 

Calvert Distillers Corp., Lieb- 
mann Breweries and Loft’s Candy 
Shops will each sponsor a per- 
formance during the season of 
summer concerts beginning at 
Lewisohn Stadium in New York on 
June 20. Each company pays a 
minimum of $1,000 and receives 
sponsor listing and tickets for the 
performance. A fourth industrial 
sponsor has been signed but wishes 
to remain anonymous. This com- 
pany asked that its tickets be dis- 
tributed to servicemen and handi- 
capped persons. 


Architects Hire Lavenson 


Roth and Fleisher, Philadelphia 
architectural company, has ap- 
pointed the Lavenson Bureau of 
Advertising Inc., Philadelphia, to 
handle its public relations. 


Coca-Cola Names Hodgson 
Clifford W. Hodgson, formerly 
president of five subsidiaries of the 
Coca-Cola Co., has been elected a 
v.p. of the parent Coca-Cola Co. 


Carr Moves to ‘Life’ 

James T. Carr, formerly Chicago 
advertising representative for 
Look, has joined the Chicago sales 
staff of Life. 
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ABC 9-30-54 


Represented nationally vy 
Texas Harte-Hanks Newspapers 
Hdars: National City Bldg., Dallas 
New York Atlante Chicago 


Corpus Christi's major industries have sales of 


over $350 million a year, pay their 5,336 


workers more than $26 million annual wages. 


Another of the many reasons why sales keep 


climbing in this solidly prosperous market that's 


fully covered by only one medium—The Caller- 
Times. Write for our new market data folder. 
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continues to win the © 
“most useful” and 
most confidence” votes — 


government and the 
professions, it’s natural = 
‘that it gets the same 
rating from America’s 


__ leading 
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Advertising Pages and Linage in National Magazines 


Official Figures for April and Year-to-Date as Compiled by Publishers Information Bureau 
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Publications with an * report directly to Apvertisinc AGE 


_ Papes— ‘ r Lines- ~ r Pages ‘ cr Lines. ~ 
April April Jan.-Apr. Jan.-Apr. April April Jan-Apr. Jan.-Apr. April April Jan.-Apr. Jan.-Apr. April April Jan-Apr. Jan.-Apr. 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 

Weeklies, Bi-Weeklies, Semi-Monthlies oe Women's Group: 

. , sma an ea 39.8 39.9 135.0 135.4 17,074 17,117 57,915 58,087 
Capper’s Weekly seoeeccesoees 12.2 14.5 66.2 79.3 12,146 14,502 66,201 ’ TV-Radio Mirror ......... 24.8 22.4 93.9 85.3 10,639 9,610 40,283 36,594 

t*Christian DE 2c ge 16.4 18.2 85.6 $1.8 6,773 7,531 35,439 33,817 True Experience A tae 28.2 23.7 101.9 94.8 12,098 10,167 43,715 40.669 

Collier’s eoercccsccccsccseses 130.4 125.8 330.4 347.2 88,672 $5,544 224,672 236,096 True eT 27.4 23.2 102.6 92.0 11,755 9,953 44,015 39.468 

Se decvaqeiagvtesccaceds 83.8 65.3 301.5 272.3 35,950 28,014 129,344 116,817 ted eee tke... 27.3 245 1012 92.6 11712 10511 43.415 39.725 

a hasan ananans<sssonkine ee p.,- * = . Rd Bs = an onaane Wek: GF cascalaiancens 60.5 47.1 2043 1715 25,955 20,206 87,645 73,574 

Tahiti 2 ot 8 beat 2 em mo 143 4112 4088 83.912 17724 279 616 277 984 Total Group ...........005 “398.6 ~ 379.3 1,4255 13985 170,741 162,410 610,221 598,739 

tNew SR ae 459.5 371.6 1,353.8 1,237.3 197.126 159.416 580,780 530,802 ZNot included in totals. ¢Started publication as a bi-monthly with March-April 1955 issue. {Started publication as a bi- 

——_ oe 269.5 255.3 916.9 898.1 113,190 107.226 385,098 377,202 a a April-May 1955 issue. §Published bi-monthly; figures shown are for March-April issue. Started publication in 
* i ee h 7. » , . , 1 os 5s ae ’ 

FN tema oo ee 9 rr as = Sane Lg oo aan epee NOTE: Figures for each publication in the Dell, Fawcett and True Story groups include all advertising carried by the group 

Saturday Evening Post ...... 429.0 3529 1,201.9 1,197.8 291,720 239,972 817,292 814,504 | *S 2 Whole PLUS additional advertising carried by each individual publication. 

{Saturday Review .......... 83.0 69.0 284.8 287.3 34,860 28,966 119,616 120,666 

*Sporting News ...........- 36.9 39.1 100.0 101.7 40,021 42,325 108,485 110,307 | Business 

H#SSports Mlustrated ........ Es 6,5 ee oe ee Se) 99,013 ————— | +Business Week ............ 529.7 459.3 1,813.9 1,821.6 222,474 192,906 761,838 765,072 

Time Cor esemorecroerceras sic 304.9 300.5 1,041.1 1,098.6 128,058 126,210 437,262 461,412 Dun’s Review & Modern Industry 68.2 97.3 284.4 376.0 28,644 40,866 119,448 157.920 

BOTY Gules .nncsccccccees 30 — 82.5 —_— 4,025 14856 ——— | *Financial World .......... 54.0 54.9 176.8 176.8 22,697 23,053 86,621 74,258 

U. S. News & World Report .... 303.5 255.6 967.5 862.0 127,470 107,352 406,350 PE WO oo kco en nos cccnccee 60.0 54.2 235.1 194.4 25,200 22,764 98,742 81,648 
Total Group .............. 2,735.6 2,430.2 8,638.7 8,412.1 1,484,595 1,328,096 4,395,110 4,560,554 | Fortune.................... 165.0 117.3 504.0 544.0 104,280 112,054 318,528 343,808 

+Four issues in April 1955; five issues in April 1954. {Five issues in April 1955; four issues in April 1954. |||Three issues | Nation’s Business ............ 45.8 41.7 149.4 168.6 19,648 17,889 64,093 72,329 

in April 1955; two issues in April 1954. §Started publication in August 1954. 7¢Not included in totals. Wee Getic 922.7 ~B24.7 31636 ~3,2814 ~422,943 “409532 1,449.270 1,495,035 

j tFive issues in April 1955; four issues in April 1954. 

Women’s 

$Oetter AMINE. cewsude 28.1 40.0 1142 149.5 12,055 17,160 48,992 Bes Ma m e e ace Tr n d 

§Bride’s Magazine .......... 139.0 110.3 301.0 275.0 87,848 69,710 190,232 ; azin Lin Fineses to Th d 

tEverywoman’s ............. 328 39.7 1612 167.9 14,071 17,031 69,155 72,029 g g © ee eee 

tFamily Circle .............. 78.4 84.0 280.4 278.5 33,634 36,036 120,292 119,477 

Good Housekeeping .......... 155.0 1548 437.7 459.7 66,495 66,409 187,773 197,211 

Ladies’ Home Journal ........ 121.2 1188 395.0 360.4 82,416 80,784 268,600 245,072 WEEKLIES GENERAL 

McCall’s Magazine .......... 93.2 87.9 287.3 271.4 63,376 59,772 195,364 184,552 1955 1955 

Parents’ Magazine .......... 73.0 87.1 215.7 240.0 31,317 37,366 92,535 102,960 

oy ee 1340 1337 4192 4016 91120 90916 285.08 —«- 273,088 | | APR.1 1.485 he APR.|664 } 

t*Western Family: 

Southwest Edition ........ 35.6 326 1240 186 15,269 13,998 53,212 50,859 | | MAR.[ 1.232 | MAR.1646 ] ‘ 
#Mountain Edition ........ 33.2 31.3 116.2 108.5 14,226 ~=_:13,410 49,844 46,554 7" . 

#tNo. Calif. Edition ...... 35.2 33.7 122.0 1204 15,108 14,446 52,348 51,660 54 1954 

Z#Northwest Edition ...... 35.0 32.3 123.3 116.5 15,012 13,840 52,889 49,990 APR 

t{Woman’s Day .............. 65.9 66.3 243.0 248.9 28,271 28,443 104,247 106,778 : 

Woman’s Home Companion .... 64.1 61.8 213.3 219.9 43,588 42,024 145,044 149,532 

*The Workbasket ............ 195 20.6 120.6 143.1 3,825 4,037 23,641 28,054 : 

Total Group .........-.0.- 1,030.8 1037.6 33126 3,334.5 573,285 563,682 1,784,143 1,767,548 WOMEN'S BUSINESS FASHION HOME 

tOne issue in April 1955; two issues in April 1954. {See note at end of linage tabulation. Not included in totals. §Published 1955 1955 1955 19 

in January, April, July, and October. | 

APR. APR. APR.[330] ff] apr.(568 | 
eos [ae7_] : 
MAR.[487 MAR[385 | [440] 

*American Artist ........... 32.6 28.8 104.6 109.4 13,673 =: 12,081 43,913 45,953 487 R MAR, 440 

*American Forests .......... 14.7 12.4 75.7 60.8 6,160 5,208 31,780 25,550 1954 1954 

American Legion ............ 23.3 25.4 74.2 81.5 9,786 10,668 31,164 34,230 

American Magazine .......... 32.0 29.2 107.9 108.6 13,440 12,264 45,318 45,612 APR. ki 

SY ectlisk dx t's ve ch baw~ 23.8 23.6 75.6 86.6 10,210 10,124 32,432 37,151 

I is iho 6acan odds « 31.1 28.3 108.4 106.9 13,062 11,886 45,528 44,898 

Christian Herald ............ 39.6 42.9 159.7 162.7 16,988 18,404 68,511 69,798 

ES ee 37.0 28.0 101.0 104.0 6,734 5,096 18,382 18,928 | Youth 

Cosmopolitan ............... 20.2 23.7 84.0 94.6 8,666 10,167 36,036 S05S 4 Anois Ohi .............. 24.5 21.7 89.7 92.3 10,511 9,309 38.481 39.597 

*Eagle Magazine ............ 8.6 5.7 36.3 25.9 3,604 2,384 15,232 10,835 | Boys’ Life ............005- 319 25.4 93.1 80.9 21,692 17,272 63,308 55,012 

RR 70.0 67.0 240.6 211.5 47,600 45,560 163,608 143,820 | *child Life ................ 19 18 72 68 811 760 3085 2910 

$Elks Magazine ............ 10.8 8 13.7 51.7 51.9 4,633 5,877 22,179 22,265 | Scholastic Magazines ........ 343 38.9 1315 1728 14406 ©=—«16,338 55.230 72576 

SEAR eas 79.3 649 222.1 197.4 53,924 44,132 151,028 134,232 | ¢#Scholastic Roto .......... 52 64 19.9 19.5 4.552 5,778 17,940 17571 

ML 05 coe dedancesuses 14.2 13.7 48.8 49.0 8,912 8,605 30,646 30,547 Total 6 Pn» ll 

7 ; NE. nssanesactan 7.8 94.2 3414 3723 51,972 49,457 178,044 187,666 
SE eet are i 23.2 19.5 81.1 80.7 15,931 13,406 55,766 55,530 | 41 ager Size (900 lines) in April 1954. 

Ss kon dneceessende te 26.6 24.0 95.7 85.3 11,411 10,296 41,055 36,594 page nes) mm ore 

*Grade Teacher ............. 43.9 36.9 139.2 137.6 19,350 16,279 61,377 60,695 

Harper’s Magazine .......... 29.1 22.5 100.5 89.4 12,222 9,450 42,210 37,548 | Outdoor & Sports 

RRR 84.7 92.4 273.6 273.2 57,596 62,832 186,048 185,776 | american Rifleman ........ 60.9 58.0 231.2 223.9 26.117 24.901 99.176 96 

*Improvement Era ........... 32.2 31.3 110.0 109.1 13,540 13,141 46,216 45,802 | Field & Stream ............ 93.5 916 2815 274.9 40,112 39,296 120,764 137952 

ES co cag dc wasn depos 326 31.1 119.2 126.0 22,261 21,274 81,495 86,229 | *Fur-Fish-Game ............ 228 24.6 85.2 85.7 9'800 10551 36 527 36754 

*Motor Boating ............ 136.0 117.6 592.0 508.9 79,968 69,127 348,111 299,207 | outdoor Life .............. 100.9 1008 300.2 289.6 43,286 43,243 128,786 124,238 

National Geographic ........ 66.4 53.1 180.3 153.8 15,803 12,638 42,911 36,604 | Sports Afield .............. 84.3 75.8 245.2 229.8 36,165 32,518 105,191 98,584 

" Sea 24.8 25.4 97.1 106.7 16,828 17,296 65,992 72,544 fd Gao St WF Wiss Tiss sas , : ; 

*Promenade ..............++ 25.0 20.7 92.8 80.0 10,725 8,867 39,811 a. =e lose ens snakes . . 103. y 150,509 490,444 473,574 

#§Reader’s Digest ........... 200 = 32.0 — 5,824 $66 as 

oases Spee eit 109 105 40.8 34.6 4,695 4,516 17,522 14,868 | Mechanics & Science 

Redbook Magazine ........... 26.8 27.2 90.7 90.7 11,497 11,669 38,910 38,910 | Mechanix Illustrated ........ 68.3 68.5 288.6 292.1 15,299 15,344 64,646 4 

isis es NR ee 10.4 10.2 56.3 35.5 4,387 4,303 23,623 15,949 | Popular Mechanics .......... 143.1 155.8 593.3 636.8 32,054 34,899 132,899 aon 

HT*See wees eee e ence eens 13.3 12.0 25.4 24.5 8,926 8,061 17,069 16,481 | *Popular Science ........... 1398 1317 5625 561.9 31,307 29,491 125,992 125,874 

\\[Town & Country .......... 72.0 85.6 269.2 242.9 45,504 57,523 170,134 163,229 | tScience & Mechanics ........ 96.7 97.6 206.6 2185 21.661 21.862 46.278 48.944 

Some LOTTE .2. +++ 00000 ao 8S SS BS RE SS ee Weled Grane ...<..0004-.. “7S “S536 1651.0 17093 100321 “101506 ~369815 “382,891 

WP Es sccucrccusctacsve ‘ 36.4 49.8 96.4 125.8 15,616 21,364 41,356 53,968 | spublished bi-monthly: figures shown are for April-May issue , ’ ; ’ 

MED fs edcccccseteakes 120.7 113.6 504.6 488.0 70,972 66,797 296,705 286,944 , raomey . 

PS GOD (iskies cuscss ~T787.7 i398 4568.6 43705 664,059 643,354 2,394,416 2,164,077 
{See note at end of linage tabulation. |||Changed from 672-line page to 632-line page in July 1954. {Published bi-monthly; Detective & Fiction 
figures shown are for March-April issue. #¢Not included in totals. §Started accepting advertising in April 1955. om _Men’s Group .......... 38 144 62.0 59.7 5,920 6,178 26,598 25,611 
Thrilling Fiction Group .... 9.5 7.6 38.2 35.9 2,135 1,710 8,564 8,053 

Home Total Group .............. 23.3 22.0 100.2 95.6 $055 "7,888 35,162 33,664 

American Home ............ 89.5 101.6 254.7 277.3 56,564 64,211 160,970 175,254 | Form 

Better Homes & Gardens ...... 208.5 204.5 523.1 536.2 131,772 129,244 330,599 338,878 : 

*Flower Grower ...........- $3.7 86.0 288.7 298.0 35,140 36,120 121,240 125,160 | tBetter Farming ............ 85.6 87.0 326.6 361.4 36,722 37,323 140,111 155,041 

House Beautiful ............ 163.7 170.2 404.9 420.1 103,458 107,566 255,897 265,503 | Capper’s Farmer ............ 64.6 67.9 250.7 255.3 27,713 29,129 107,550 109,524 

House & Garden ............ 117.3 115.2 277.0 283.9 74,134 73,249 175,064 179,425 | {Farm Journal ............. 117.1 119.9 406.3 407.5 50,236 51,437 174,303 174.818 

EN Tir vikiean'ecebacss 58.5 54.2 183.1 187.5 25,097 23,252 78,550 80,438 | fFarm & Ranch—Southern 

MEE. “Wildnbescevesiscdece 106.5 100.9 243.6 237.1 67,308 63,769 153,955 149,847 Agriculturist ............. 50.8 45.2 185.7 190.0 21,793 19,391 79,665 81,510 

Sunset Magazine ............ 178.5 186.0 495.7 512.6 74,970 78,120 208,194 215,292 | {Progressive Farmer Jaarawie ta 108.9 112.6 399.7 428.1 74,052 76,568 271,796 291,108 
IE 10062 1,0186 26708 2752.7 568,443. 575,531 1,484,469 520,707 | Successful Farming ......... 1221 1106 4022 405.2 54,945 49,770 180,945 182,340 

Total Grewp cc'ec..cccsess 549.1 543.2 19711 2,047.5 265,461 263,618 954370 994,341 

Fashion tFormerly Country Gentleman. {See note at end of linage tabulation. 

NG EE A bar IE 137.3 106.2 422.8 311.7 58,902 45,560 181,381 133,719 Sec 

| Ee ee 110.7 107.5 367.2 344.1 47,490 46,118 157,529 147,619 Newspaper tions (1) iy 

Ne ee err 107.8 105.7 397.4 397.1 68,130 66,802 251,157 250,967 | (Nationally distributed with Sunday newspapers) , 

Mademoiselle ..............- 1318 90.0 412.5 348.4 ° 56,542 38,610 176,963 149,464 | pmeri 

’ merican Weekly ............ 56.3 39.2 206.7 181.1 47,855 33,320 175,695 153, 
EM sinuibiseurteasteres 156.9 165.5 600.1 619.3 99,161 104,596 —_ 379,263 SUE5US | cantly Welly .........000: 20.5 89 815 264 17425 7 868 aor 4 
Total Group .............. 644.5 5749 2,200.0 2,020.6 330,225 301,686 1,146,293 1,073,167 | Parade ........-.-..000000% 688 545 2248 208.2 58,480 46,325 191,080 176,970 
This Week Magazine ........ 95.7 75.3 298.2 287.2 81,345 64,005 253,470 244,120 
Movie-Romance-Radio Total Group ..........0 MS w79 “Sl2 “WF 25105 i525 “689520 “507405 
Dell Modern Group: 
Modern Romances ........ 323 341 1032 1176 #« 13,857 14,629 44,273 50,450 | Newspaper Sections (II) 
Modern Screen ............ 28.4 31.5 95.6 103.5 12,184 13,514 41,012 44,402 : 
Screen Stories ............ 254 261 835 #876 10897 11,197 35,822 37,580 | (All other newspaper sections and comics) 

Fawcett Women’s Group: First 3 Markets Group ...... 42.8 41.3 176.5 161.2 36,380 35,105 150,025 137,020 
Motion Picture & TV ......... 18.8 18.9 67.0 75.6 8,065 8,108 28,743 32,432 | New York Mirror Magazine .... 36.9 375 149.4 160.3 36,162 36,750 146,412 157,094 
True Confessions .......... 23.6 29.4 84.2 103.6 10,124 12,613 36,122 44.444 | New York Times Magazine .... 203.1 2011 865.3 788.7 172,635 170,935 735,505 670,395 

*Hillman Women’s Group .... 17.0 14.8 63.0 =_ 7,326 6,361 27,046 22,913 | *Puck—The Comic Weekly .... 3.1 7.9 31.1 34.9 5,921 14,964 59,270 66,450 

Hillman Romance Group .... 17 3.8 11.4 : 740 1,630 4,893 6.907 | Total Group .......-.++-+s 259 Wis 12223 

#5*Populer Romance Grup. 64 —— 134 —— 2756 5,640 = oO 222.5 11451 = 178,774 = 257,754 1,091,212 1,030,955 

*Quality Romance Group ...... 6.0 6.0 24.0 24.0 2,268 2,268 9,072 9,072 ; 

#t*Silver Screen ............ 120 — a —— 5,163 All figures in the following groups were compiled by Advertising Age 

#t*Screenland .............. a — — — 3,918 F 

*Secrets Romance Group: Comics Magazines 
Revealing Romances ........ 15.5 16.2 68.6 67.1 6,640 6,951 29,420 28,831 | §2tAmerican Comics Group .... 8.0 13.0 16.0 28.0 3,024 4,914 6,045 10,584 
MEER adnt cccccctocece 15.5 17.7 72.7 78.4 6,651 7,575 31,190 33,591 | gxArchie Comic Group ...... 4.3 5.5 11.0 12.5 1,625 2,079 4,158 4,725 
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f s tr Lines———— 
Aprit April Jan.-Apr. Jan.-Apr. April April Jan-Apr. —Jan.-Apr. 
1955 1954 1955 1954 1955 1954 1954 

National Comics Group: 

Ee 7.0 11.6 44.0 42.2 2,646 4,348 16,632 15,878 

SE, Ba Bih0d os sc see 3.0 5.8 21.5 19.7 1,134 2,174 8,127 7,373 

Se 4.0 5.8 22.5 22.6 1,512 2,174 8,505 8,505 
Quality Comic Group ........ 6.0 6.0 24.0 24.0 2,268 2,268 9,072 9,072 

Total Group .............. 30 636176 68.0 66.2 4,914 6,616 25,704 24,950 
§Published bi-monthly; figures shown are for March-April issue. Not included in totals. 
Canadian National Weekend Newspapers (Rotogravure Linage) 
PEE a 69.7 80.3 248.0 258.7 69,682 80,254 247,990 258,683 
TUE SoG CabaNs <pssces 79.0 60.5 248.8 217.6 78,989 60,505 248,789 217,584 
SE NE nin's baa scien 0 106.8 87.9 337.0 298.8 101,421 83,508 320,111 283,949 
Weekend Picture Magazine .... 124.2 98.7 361.3 3374 121,056 96,216 352,229 329,237 
eee 379.7 «3274 LIST LW25 “37148 “320483 1169119 1,089,453 
tFive issues in April 1955; Four issues in April 1954. 
Canadian 
Canadian Home Journal ...... 51.9 53.5 138.3 156.1 35,298 36,346 94,050 106,132 
Canadian Homes & Gardens 52.9 63.8 138.3 161.4 36,011 43,399 94,015 109,763 
DE ha thetesccsesecss 475 62.3 148.8 166.8 32,324 42,378 101,208 113,482 
Ge ae 37.5 32.2 119.1 100.5 16,078 13,842 51,084 43,100 
DE: Gio htcchbses dos 165.5 115.8 357.2 298.0 112,557 78,727 242,913 202,612 
es wi ah va cen 4 o.04 iio 47.6 45.2 140.1 163.2 32,345 30,754 95,245 110,984 
Reader’s Digest: 

English Edition .......... 90.3 92.7 264.4 287.5 16,425 16,880 48,121 52,324 

French Edition ............ 94.8 86.2 284.5 285.5 17,244 15,697 51,778 51,960 
Reve Moderne ............ 30.2 36.7 87.7 89.0 20,506 24,957 59,606 60,512 
Revue Populaire ............ 42.0 41.8 99.0 98.1 29,340 29,231 69,310 68,672 
0 RR ee 40.8 42.6 134.1 132.9 28,518 29,816 93,898 92,980 
§|||Saturday Night .......... 89.8 73.0 257.7 241.6 37,823 49,655 108,215 164,506 
EE accu sec ccagee 212.9 220.6 111.6 660.0 89,425 92,645 266,791 277,200 

0 eer 1,003.7 9664 2,280.8 2,840.6 503,894 504,327 1,376,234 1,454,227 
+Three issues in April 1955, two issues in April 1954. |||Five issues in April 1955; four issues in April 1954. §Changed 
from 680-line page to 420-line page in May 1954. 
Foreign 
Life International: 

English Edition .......... 55.3 47.1 204.1 161.7 37,570 32,045 138,754 109,990 

Spanish Edition .......... 57.8 55.6 229.1 170.8 39,270 37,825 155,754 116,065 
Newsweek-European .......... 39.7 30.7 150.0 115.4 16,660 850 62,986 48,440 


I inec 
April April Jan.-Apr. Jan.-Apr. April April Jan-Apr. _Jan.-Apr. 
1955 1954 1955 1954 1955 1954 1955 1954 
-Pacific: 

— Oe eee 49.8 42.7 194.5 166.0 20,930 17,920 $1,704 67,720 
Tokyo Edition .......----- 56.0 64.7 215.2 262.7 23,520 27,160 90,384 110,320 

Popular Mechanics: 

Mecanica Popular (Spanish) 33.0 30.4 96.9 97.2 7,392 6,811 21,706 21,777 
Mecanique Populaire (French) 33.5 30.0 111.8 100.7 7,504 6,720 25,043 22,540 
eader’s Digest: 

2 Argentine .......00-eeeeee 36.0 32.0 125.5 117.0 6,552 5,824 22,841 21,294 
Aa onc csccccceces 48.5 55.5 175.4 181.5 8,827 10,101 31,923 33,033 
Se Leh isess ocateees 50.0 34.0 169.0 139.0 9,100 6,188 30,758 25,298 
DE: -cubidd cies seceh-ase 94.0 70 331.0 231.0 17,484 13,346 61,566 43,106 
ee 83.5 77.0 258.5 245.0 15,197 14,104 47,047 44,680 
ERS are 50.5 44.5 140.0 115.5 8,585 7,565 23,800 19,635 
GREED oak base pccdauwse 16.0 9.0 57.0 31.0 2,976 1,674 10,602 5,766 
French (Belgium) ....... 44.0 44.0 156.0 161.0 7,700 7,700 27,300 28,175 
French (Paris) .......... 88.0 90.0 298.0 295.0 15,400 15,750 52,150 51,625 
French (Provincial) ...... 96.0 88.0 326.0 298.0 16,800 15,400 57,050 51,100 
French (Swiss) .......... 22.0 23.0 59.0 63.0 3,850 4,025 10,325 11,025 
German (Germany) ........ 96.0 $10 277.0 267.0 17,472 14,742 50,414 48,594 
German (Swiss) ........-- 24.0 18.0 67.5 58.0 4,368 3,276 12,285 10,556 
en ree 48.0 305 1695 1125 8,736 5,551 30,849 20,475 
SN ig Seta ans sw eetns } 25.0 24.0 104.0 57.0 4,550 4,368 18,928 10,374 
i Jus uk es 04ed@e nd» 69.0 73.5 209.5 244.6 11,868 12,642 36,034 42,054 
MED © Site Zs 0600s cease 30.7 35.5 113.7 130.0 5,152 5,964 19,096 21,840 
Japanese Troop .......... 34.5 30.0 140.5 102.0 6,279 5,460 25,571 18,655 
PAF 54.5 64.0 184.0 218.0 9,919 11,648 33,488 39,676 
Te BONES bid cc cc ceive 18.5 2L5 64.5 82.5 3,367 3,913 11,739 15,015 
Ro o5 cs ca.cnce 46.5 50.0 126.0 116.5 7,905 8,500 21,420 19,805 
ee ET EEE Ee 83.0 83.0 286.0 285.0 14,525 14,525 50,050 49,874 
BN. 6, 6's c'ccndee 74.0 60.6 259.0 215.0 13,246 10,740 46,361 38,485 
Southern Hemisphere ...... 47.0 49.5 148.5 157.5 8,554 9,009 27,027 28,665 
wd aw acebewss bedi 62.5 65.0 180.5 158.5 11,625 12,090 33,573 29,481 

EE 0.55 che 40 060% 80.3 67.7 302.5 235.1 33,705 28,455 127,029 98,770 

Time-Latin American ........ 102.3 92.2 361.2 333.3 42,945 38,710 151,683 140,000 

MED Gb de Giants ccecee 75.3 68.3 277.0 257.4 31,640 28,665 116,354 111,895 

CD ndcawed webs etie ses > 004 78.0 46.0 223.6 136.5 32,760 19,320 93,912 57,330 

Ep Pe SoS 54.8 49.0 167.9 146.6 23,030 20,580 70,532 61,600 
Total Group .............. 2,057.5 1,877.9 68594 62585 556,963 501,196 1,928,038 1,694,733 


NOTE: All sectional advertising of Better Living, Elks, Everywoman’s, Poniiy Circle, Town Journal, Woman’s Day, Farm 


Journal, 


Farm & Ranch—Southern Agriculturist and Progressive Farmer is reduced by application of a ratio figure to each 


advertisement; this ratio is the circulation of the particular edition carrying the advertisement to the total circulation of 
the magazine. For example, if a page advertisement appears in an edition representing 25% of the total circulation of the 


magazine, it is counted in the totals as .25 pages. 


1 ae of iiss for ALL your 
EARTHMOVING ccviomen 


® 
INTERNATIONAL INDUSTRIAL POWER | | 


Power to move the earth 


A GREAT EVENT REPEATS ITSELF 


ROYAL presenta un nuevo ipo de maquina 


de escribir clectrica 


BOLIVIA ROMPE LA BARRERA ANDINA 


Both are big...in size...in impact! 


Compare the pages of international magazines, and you’ll quickly 


discover a fact that can benefit your advertising. 


LIFE INTERNATIONAL and LIFE EN ESPANOL provide the 
largest pages, truest color reproduction and sharpest printing among 
international magazines. 


These qualities give export advertisers of both industrial and con- 


Time & Life Building, 9 Rockefeller Plaza, 


INTERNATIONAL 
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sumer products a powerful new way of presenting their messages—on 
a par with U. S. standards. And this LIFE-size impact extends to big 
colorful displays at the point of sale. 


Sheer appearance is one of the chief factors influencing more and 
more advertisers to use LIFE International Editions for selling their 


products to readers abroad. 


FE New York 20, New York 
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ROBERT E. GROVE, one of the agency’s 
founders, has been elected to the 
new post of chairman of the board 
of Ketchum, MacLeod & Grove, 
Pittsburgh. He has been an officer 
and director since the agency’s in- 
ception 32 years ago and has 
served as exec. v.p. since 1946. 


—_ 


Steimle & Coyne Formed 


Formation of a new advertising 
agency, Steimle & Coyne, has been 
|announced at Palo Alto, Cal. Jerry 
|Steimle has been an account exec- 
|utive with Dancer-Fitzgerald- 
|'Sample and N. W. Ayer & Son in 
| San Francisco and Dick Coyne has 
loperated his own art service for 
|advertisers in the San Jose area. 


Gaylen Blackford to KJR 

Gaylen Blackford, formerly 
sales manager of Foster & Kleiser, 
Seattle, has been appointed sales 
manager of Radio Station KJR, 
Seattle. He worked for Foster & 
Kleiser for 10 years. 


Alloy Tile to Wehner 

Wehner Advertising Agency, 
Newark, N. J., has been appointed 
to handle advertising and public 
relations for Alloy Tile Corp., 
Belleville, N. J. 


This is NEW in New Orleans 


New industry, new payrolls—typified by 
Lion Oil Company’s new $30-million petro- 
chemical installation, the Barton Plant, at 
Luling, near New Orleans. Post-war metro- 
politan New Orleans has seen almost half- 
a-billion dollars investment in new indus- 
trial facilities, more than a quarter-billion 
im expansions—with new jobs from new 
companies alone totaling 8943. Yes, The 


Times-Picayune States market is bigger . 


‘And This, Too 


In burgeoning new residential areas — 
selling goes apace. In Lakeview-Gentilly, 
The Times-Picayine New Orleans States 
is read daily by 85% of persons 15 years 
and older. In Metairie-East Jefferson, by 
87%. In rocket-grqwing New Orleans the 
big, single advertising influence is The 
Times-Picayune New Orleans States. 


The Cimes-Picauune 


NEW ORLEANS STATES 


Represented by Jann & Kelley Inc. 
CIRCULATION 272,283 DAILY, 276,265 SUNDAY 


A. B.C. Publisher's Statement, & mos, ending Sept. 30, 1954 
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Arden Admits Use 
of Store ‘Clerks,’ 
in Reply to Pellex 


New York, May 24—In the bat- 
tle of the depilatories, Elizabeth 
Arden Sales Corp. has filed an an- 
swer denying charges of unfair 
competition brought by Pellex Inc. 
in a $1,000,000 suit (AA, April 18). 

Arden asks the federal district 
court here to dismiss the complaint. 

Pellex, maker of a hair-removing 
cream of the same name, went to 
court last month claiming that 
Arden was playing too rough in 
promotion of its own depilatory, 
Sleek. 

The suit said that Arden has a 
network of store demonstrators 
who appear to be impartial in their 
recommendations, but who actual- 
ly try to divert sales from Pellex 
to Sleek by defaming Pellex. 


® Pellex charged that among the 
“false and malicious statements” 
made by these store demonstrators 
were: 

“Pellex is a fly-by-night compa- 
ny. We’ve had several complaints 
about it.” 

“Pellex is one of those compa- 
nies that spring up overnight, 
spend a great deal for advertising, 
make their money and then fold 
up. They’ve made their money and 
now they don’t care. You’re better 
off sticking with reputable houses.” 

In its answer, Arden denies all 
the charges of unfair competition, 
admitting only that it does use 
“demonstrators at cosmetic coun- 
ters in department stores through- 
out the United States” and that 
these demonstrators “are paid in 
whole or in part, directly or indi- 
rectly, by defendant (Arden) to 
promote and foster the sale of de- 
fendant’s products.” 


s Pre-trial depositions are now 
being taken. Both antagonists in 
this hair-raising dispute have 
served notice that they want to 
examine executives of the respec- 
tive advertising agencies. Dowd, 
Redfield & Johnstone is the Pellex 
agency. Arden uses Kastor, Farrell, 
Chesley & Clifford. 


Grey Has ‘Monitor’ Drive 

In reporting NBC Radio’s $1,- 
675,000 promotion for its new 
“Monitor” weekend package May 
23, AA inadvertently referred to 
J. Walter Thompson Co. as the 
agency handling the promotion. 
Grey Advertising Agency handles 
the NBC Radio account. 


S. F. Agency Names Pearson 
John A. Pearson, formerly on the 


staff of Herbert Cerwin Public Re- | 
lations, has been appointed direc- | 
tor of publicity for Merchandising 
Factors Inc., San Francisco agency. 


Among the best looking newspapers 


in the country, the 


WINSTON-SALEM JOURNAL 


NEXT TO THE TOP 


Ayer Cup Awards* 


Second only to the New York 
Heraid-Tribune ... the first 
time any North Carolina 
newspaper has placed this 
high in Ayer Cup Awards 


For the fifth time in six years the Winston-Salem 
Journal has reached the finals in the newspaper 
typography, make-up and printing contest sponsored 
by N. W. Ayer and Son. Competing with 140 of 

the country’s largest and best, the Journal received 
First Honorable Mention this year, between such 
notable newspapers as the New York Herald-Tribune 


and the New York Times. This recognition 


illustrates the Winston-Salem Journal and Sentinel’s 
ability to serve advertisers best by serving the 


public first . . . with modern techniques that 
command the highest degree of readership. 


You can't cover North Carolina without the 


WINSTON-SALEM TWIN CITY. 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH COMPANY 
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tatttienes Dews Cash Cas Bared’ 


Aner Cards Mark Hearing 
On Move to Curb ‘Whammy’ 
House Passes Milk Measure |... 


‘AYER CUP AWARDS 


Newspapers with 50,000 or more in circulation 
Winner—New York Herald-Tribune 

First Honorable Mention—Winston-Salem Journal 
Second Honorable Mention—New York Times 
Third Honorable Mention—Hartford Courant 


The New York Simes. (SEE) 
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ANA Issues Analysis 
of Anti-Trust Action 


(Continued from Page 1) | of restraint which are almost always held 
peting with each other by submitting to be illegal. Only in the most unusual 
material to a national advertiser in spec- | Circumstances is a boycott removed from 
ulative solicitation of new business. | the operation of the per se doctrine to 

| that which is known as the “rule of 
@ The departnient’s position will be bet- | reason.” 
ter understood if one keeps in mind that | 
—for anti-trust purposes—there often is a| @ The Department of Justice evidently 
critical difference between individual ac- 


maintains that the alleged uniform agency | 
price-fixing | 
|the associations consented to a decree. 


commission represents a 
program (namely, the price to be paid 
to the agencies), and that the recogni- 
tion system constitutes a boycott (of 
non-recognized agencies). 

Thus, it would seem that the govern- 
ment may plan to invoke the per se 
doctrine as to both key points in its 


action, thereby seeking to eliminate any) 


opportunity on the part of the de- 
fendants to argue that if restraints do in 
fact exist, they are nonetheless reasonable 
and, hence, lawful] ones. mf 
The department took the same position 
three years ago in its action against the 


outdoor advertising associations. Its legal 
validity was not tested, however, since 


That the fixing of commissions for 
services—as distinguished from prices for 
commodities—can be a violation of the 
anti-trust laws was established in 1950 
by the Supreme Court’s decision in con- 
nection with real estate brokers’ com- 
missions. 

The point of law which will probably 
receive the greatest attention will be that 
revolving around the question of whether 
or not interstate commerce is affected. If 
it is not, there can be no violation of 
federal anti-trust laws. 
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lu 1930 the Federal Trade Commission 
seems to have come to the conclusion 
that the activities of advertising agencies 
and media in connection with the sale of 
advertising space did not fall within the 
definition of interstate commerce, since 
the publication of advertising was a serv- 
ice, and locally performed. However, 
since that time the Supreme Court has 
developed a rapidly expanding concept 
of interstate commerce. This is reflected, 
insofar as advertising is concerned, in the 
Lorain (Ohio) Journal case in 1951, when 
that court definitively held that national 
advertising is, in and of itself, interstate 
commerce. 


tivity on the one hand and collusive ac- 
tions on the other. 

There are many practices which may 
be lawful when pursued by one or more 
companies acting individually and en- 
tirely by virtue of their own internal 
decisions, but which, nonetheless, become 
unlawful when two or more companies 
combine in an agreement, understanding 
or plan under which it becomes under- 
stood that they will do the same things 
as a joint effort. 

Strictly speaking, therefore, in such 
instances it is not the practice that is 
unlawful but rather the banding to- 
gether to pursue it conjointly. Therein 
lies the nub of the present complaint. 

In other words, there appears to be no 
sentiment on the part of the department 
that it is unlawful for a medium owner 
to pay a 15% commission to an adver- 
tising agent which places an order with | 
it, or to establish whatever criteria it 
wishes as to the advertising agencies with | 
or through whom it will do business, or 
to follow such policies as it may desire | 
with regard to the price it will charge | 
for advertising space when the order. 
therefore is placed directly by the ad- 
vertiser. 

It is only because of the department’s 
belief—as alleged in its complaint—that 
the defendant associations have served as 
the vehicle for bringing a number of 
independent companies ({ie., advertising 
agencies and medium owners) together in 
a joint program for uniformly pursuing 
the above-described standard practices 
that it concludes there has been a vio- 
lation of the anti-trust laws. 


@ The outcome of the case—if it is fully 
litigated—will, of course, depend upon: 
(1) Whether or not the department ac- 
tually proves the facts which it has al- 
leged in its complaint, and (2) if it is 
successful in proving as a fact that any 
of the defendants has been the means of 
accomplishing a joint restraint of trade, 
whether such restraint will, as a matter : 
of law, be one that is permissible or for- 
bidden. 

Generally speaking, there are two broad 
classifications of restraint of trade under 
the anti-trust laws: Those which have 
come to be called unlawful per se, and 
those which are not. The latter may be 
tolerated by the law where, under the 
particular circumstances that give rise to 
and surround them, they are recognized 
by the courts as reasonable and proper. 
Broadly speaking, they are such re- 
straints as serve to regulate competition 
in a promotive, constructive and healthful 
way rather than to suppress it, so that : 
the industry and the public may be seen t 
to gain rather than lose as a result. 

Per se violations, on the other hand, 
form the category of restraints which 
cannot be held lawful under any cir- 
cumstances, no matter how reasonable or 
conducive to the public good they may ; 
seem to be in any given instance. The 
classic illustrations of the per se classifi- 
eation are those which fix or determine 
pricing. No matter how salutary they 
May appear, they are nonetheless un- 
lawful. Even agreements to lower prices, 
or to impose a ceiling upon them, will be 
held unlawful. Boycotts form another type 


The PHOTOMATIC Co. 
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Chicago t.f. Club Elects 

George H. Buehler, of Machin- 
ery, has been elected president of 
the t.f. Club of Chicago. Other new 
officers include Frank J. Cornyn, 
Pit & Quarry, ist v.p.; Robert S. 
Houts, Mechanization, 2nd V.p., 
and William O. Dannhausen, Jen- 
kins Publications Inc., secretary 
and treasurer, New directors in- 
clude Gorden D. Lewis, Industrial 
Marketing; Robert Z. Chew Jr., 
Penton Publishing Co.; Stanley F. 


Girard, Tool Engineer; G. C. Hook- 
er, Thomas Publishing Co., and 
Floyd C. Leverette, Appliance 
Manufacturer. 


Gallagher Adds Service 

Bernard P. Gallagher, New 
York, magazine consultant and ne- 
gotiator for the sale of publication 
properties, has expanded his ne- 
gotiating operation to include the 
sale, consolidation and merger of 
agencies. 


‘Service Station’ to Bow 
Service Station Publishing Co., 
formed last month by Harry P. 
Weston at 2481 Kingston Rd., To- 
ronto, will launch Service Station 
Management & Merchandising with 
a July-August issue. Mr. Weston 
resigned as manager of the busi- 
ness publications division of Con- 
solidated Press Ltd., Toronto, to 
form the company. Rate for a bkw 
page, one time, is $275, based on a 
guaranteed circulation of 10,600. 


Colgate Earnings Down 

Net income of Colgate-Palm- 
olive Co., Jersey City, for the first 
quarter of 1955 was $1,098,000, 
compared with $3,455,000 in the 
first quarter of 1954. A two and 
one half week strike by hourly 
workers at the company’s three 
largest plants was given as the 
reason for the drop. Domestic sales 
for the first quarter were $62,484,- 
000, compared with $67,652,000 in 
the period of 1954. 


in the market to sell... 


She's in the market to buy! 


She has to be to get Family Circle! That's the beauty 


of it for advertisers. No non-prospects to comb 


out. The 4,000,000 who buy Family Circle every month are 


all family purchasing agents, in the market for 


hair curlers, home furnishings . . . fashions, food 


—just about everything their families need! 


- §he’s in the mood to buy! 


She buys Family Circle solely because she wants it... 


because it’s edited just for her and her family. 


As a homemaker, she wants the news and know-how featured 


in Family Circle’s editorial pages. As a brand 
decider for 14,000,000 family members, she’s alert to 


product information in Family Circle’s advertising pages. 


Result? Another substantial advertising page gain 


for the first quarter of 19551 Spruce up your sales curve 
... with Family Circle! 


Here’s one that will give you 
that pleasant feeling! Pontiac 
has six services under one roof 
that function as a source for 
ideas; photography; the proper 
art medium; outstanding 
typography and the necessary 
photoengravings and 
electrotypes of true quality. 
YOU can buy one or all and 
benefit from our 41 years 

of experience. 


Write or call and let us 
tell you more. 


UNIFIED 
SERVICES 


COLOR PROCESS 
ART WORK 
TYPOGRAPHY 
ENGRAVINGS 
PHOTOGRAPHY 
ELECTROTYPING 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 
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Prices, Clearances and Proper Screening 
Hold Spotlight at NARTB TV Film Session 


WASHINGTON, May 23—Prices, 
time clearances and proper screen-_ 
ing of shows were among the 
problems aired during an off-the-| 
agenda tv film panel session at the 
NARTB convention here today. 

Distributors, station men and 
agency men all had their say. 
Several of the distributors ex- 
pressed concern over the old prob- 
lem of price cutting and empha- 
sized the industry’s need for price 
stabilization. Telecasters urged the 


NARTB Meeting 


abolition of a minimum charge for 
films and stressed the importance 
of the role played by a cooperative 
star in selling his sponsor’s prod- 
ucts. 


a “The right star not only can 
sell goods for the advertiser; he 
can help the station sell a sponsor 
and keep him sold,” Richard A. 
Moore, general manager of KTTV, 
Hollywood, said. 

Mr. Moore buys a lot of film 
for his independent station. He was 
applauded by one of the distribu- 
tors on the panel as a station man 
who never buys without first 
screening the film. 

“If a star won’t do commercials, 
you’ve got two strikes on you be- 
fore you start,” Mr. Moore told the 


group. 


® He advised the distributor-pro- 
ducers to try to get their featured 
performers to do the commercials 
at cost, and “let them make their 
money out of the show,” perhaps 
as part owner of the package. 

This, he pointed out, would 
naturally give the actors a stronger 
incentive for going all out to co- 
operate. 

Mr. Moore’s proposed technique 
for using the star to help sell a 
potential advertiser on buying his 
show is to have the performer 
make a short pitch on film, men- 
tioning the sponsor’s product by 
name and telling why he thinks he 
can sell it. 


® Joseph L. Floyd of KELO-TV, 
Sioux Falls, S. D., said a minimum 
charge policy for films is not fair 
for smaller stations, He implied 
that there is a responsibility to 


service all the country and at a 
price the small markets can afford. 

Michael M, Sillerman, exec. v.p. 
of Television Programs of Ameri- 
ca, warned the buyers that they’ll 
find themselves in a sellers’ mar- 
ket if the growing tendency on the 
part of some buyers to consider 
price only continues. He said this 


trend will force the smaller com- 
panies out of business and result 
in lower quality standards for vid- 
film programming. 


® Berman Swarttz, v.p. of Nation- 
al Affiliated Television Stations, a 
new company which is in the 
process of setting up a film group 
operation, suggested that some of 
the industry’s economic problems 
might be alleviated by group buy- 
ing. He said this was the course 


taken by movie exhibitors when | 
faced by a similar dilemma. 

He pointed out that cooperative 
buying has been worked success- 
fully for years by the Independent 
Grocers Assn. 

Mr. Swarttz listed these advan- 
tages which could be expected 
from group buying of tv films: 

“1. Concentration of buying in 
one source makes it possible to 
employ experts familiar with the 
field, with full research and other 
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facilities at their disposal so that 
the buyer can form an informed 
and intelligent view of the value of 
the product being purchased. 

“2. The economics which may be 
effected by eliminating the dupli- 
cation of functions in each individ- 
ual station. 

“3. Better bargaining power due 
to enhanced purchasing power.” 


# Wynn Nathan, MCA-TV v.p., 
said some stations are making the 
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CoNsOLIDATED. 


TAKES THE PULSE of the 
nation’s news. The beat means 
little—the count means much! 

-. «We read practically all daily 
and over 6000 weekly English 
language newspapers for per.‘ 
sons and establishments whose 
names are a Blue Book of Who | 
and What. Let us serve YOU. 
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IN OVER 100 MARKETS 
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mistake of sending their audience | 


at 10 p.m. 
Audiences have the habit of. away to other media,” he said. He over network.” 

staying up for a fairly late news| added that this might not seem) 

roundup and then going to bed,|like an important consideration to| ‘Digest’ Moves Crombie 

he said. He suggested that these| some stations now, but that it will| David Crombie, adverti 

news programs be moved back a| be eventually. rector of the Canadian 

half hour. Ken Fleming of Leo Burnett Co. 
A warning to treat the “good” advised stations to do more to en- 

local and regional advertisers right| courage national spot booked pro- 

came from M. J. Rifkin, v.p. of| grams. 

Ziv Television. Jim Luce of J. Walter Thompson 


| M®. 
| yet been named. 


sing di-| Gratf Adds One, Names Two 
Mercury Service Systems Inc., 
of the Reader’s Digest, will move New York, has appointed Harry 
from Toronto to New York short- W. Graff Inc., New York, to han- 
ly, to become liaison executive be- | dle advertising and publicity. Graff 
tween the magazine’s Canadian has appointed Dr. Herbert Milling- 
and U. S. offices. Andrew Conduit, ton, a member of the marketing 


editions | 


“Unless good local advertisers; Co. asked the stations to try to) |currently head of the Digest’s 
to bed at 10:15 by scheduling edi who spend heavily in the market keep the spot business flexible,| Chicago advertising office, 


will 


get some good tv time, they’ll slip since this is its “greatest advantage| succeed Mr. Crombie in Toronto. 
Conduit’s successor has not 


—_ 


 onAF sucess 


Mn, 
Be 


4 j 
; 4, 
/ a 
: y 
y : 
Y/ HAW _ 
, Vy | 
vA NF 
) WV, 
V, 1 
4) Bites 
Uy 


® 
ALLO 


MOOEOIM4LAAAAAAL 
ZL lhide, 


PA 


\% 
a 


G0 
SS 
\ oo —— 


ry 'NE-TNGL 
ALF-HOURFFL 
@., IN 


| | 


=\ 


——_—_ eee 
ss 


h 


— 


7 
q! 
| 


FORMERL Pe 
_ Sheldon Re nods’ 


———e 


25 WEST 45th ST. NEW ORK. 


3 


4 eee Aa 


Beverly Hills-—121 S. Lepeer D .~ 
St. Lovis——415 North 12th Bivd. 
Philadelphio— 1420 Walnut St. 
Chicogo--360 No. Michigan Av~ 
Boston— 419 Boylston Street 
Atlonto—-333 Candler Bldg. 
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THE 1OPS.N 
COMEDY 
—® DRAMA 
oe ASTERY 
VARIETY 


Thee Hore ' 


ye “THE STAR AND 


THE STORY’ 
ye MY HERO! 
THIS IS YOUR MUSIC” 
ge “SECRET FILE. USA.” 

“COLONEL MARCH 
OF SCOTLAND YARD! 
“TERRY AND 

THE PIRATES” 


OFFICIAL FILMS, INC. 


26, N. ¥. PL 720700 


Dallos—Second Unit Santa Fe Bidg. 

Roltimore ~23013 No, Chares St 

Denver— 1535 Hudson Si 

Minne apolis—Calhoun Beach Hotel, 
2925 Dean Bivd, 

Cleveland —2459 Fenwick Rowe 


faculty at New York University, 
special projects director. Alan H. 
Bahr, formerly with Dancer-Fitz- 
gerald-Sample, has joined the 
agency as publicity director. 


Hicks Joins U. of Chicago 


Frank Hicks has resigned as edi- 
tor of Hospital Management, Chi- 
cago, to join the development di- 
vision of the University of Chi- 
cago, effective June 1. Hospital 
Management recently named Dr. 
Charles U. Letourneau, formerly 
associate director and director of 
the program in hospital adminis- 
tration, Northwestern University, 
editorial director (AA, April 4). 


Six Stations Jom ABC Radio 

Six radio stations have affiliated 
with the radio network of Ameri- 
can Broadcasting Co. They are 
KIRX, Kirksville, Mo.; KSYC, 
Yreka, Cal.; KBLF, Red Bluff, 
Cal.; WTTB, Vero Beach, Fla.; 
WFBM, Indianapolis, effective 
June 3, and WOWL, Florence, Ala., 
effective Aug. 15. 


DECATUR 


The Boom City 


of Illinois! 


SPECTACULAR INDUSTRIAL 
EXPANSION ALREADY 


SHOWING SALES IMPACT! 


@ Only Metropolitan illinois 
market to show a retail sales gain 
in 1954—up 2.6% (S.M. 1955) 


@ Third in business activity 
among 32 Metropolitan areas in 
the 5 states of the Federal Re- 
serve District—up 6.8% (Federal 
Reserve Bank Survey) 


@ Consistent Sales 
_ ‘ment “High Spot” city 


Reach All the Big 
DECATUR Trading 
| Area Market With... 


| THE 
~ HERALD 
AND 


~~ REVIEW 


| 100% family coverage 


DECATUR METROPOLITAN AREA 
Pop.: 108,800. Retail Sales: $140,338,000 


62.1% family coverage 


DECATUR OFFICIAL RAND McNALLY 
10-COUNTY TRADING AREA 


Pop.: 284,600. Retail Sales: $308,747,000 


49.4% family coverage 


TOTAL HERALD AND REVIEW 
15-COUNTY MARKET 


Pop.: 408,300. Retail Sales: $434,980,000 


Manage- 


| Write for “The Decatur Story” 
Complete details on the amazing 
Decatur market 


DECATUR 


Herald ana Review 


A Lindsay-Schaub Newspaper 
Member Illinois Color Comic Group 
Jann and Kelley, inc. * Nat'l. Reps. 
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You Ought Lo Know 0 0 «0 Mei Schneckenburger 


May 4, 1955, was quite a day 
for Merle Moore Schneckenburger. 
In the morning he was elected 
president of the Assn. of Canadian 
Advertisers, and at luncheon he 
was awarded a coveted gold medal 
of ACA for his work with Jos. 
Seagram & Sons Ltd.’s interna- 
tional advertising. 

“Schneck” is 48, has worked for 
Seagram in Canada for 13 years 
and for the past year he has been 
a v.p. of the distiller. 

He was born in Warsaw, N. Y., 
and in 1928 he was graduated from 
the University of Rochester, where 
he majored in history. In that 
same year he joined Baker, Jones, 
Hausauer, a Buffalo printer spe- 
cializing in direct mail, as a sales- 
man in the Buffalo territory. He 
covered a wide range of accounts 
(“from corsets to steamrollers, and 
even the old Pierce-Arrow’”’). 

In 1934 he joined the Roger Wil- 
liams Co., Cleveland, as an ac- 
count executive, again handling a 
notable variety of clients, and in 
1942 he joined Seagram in Mon- 
treal as sales promotion manager. 


= In 1946 he was named director 
of advertising and sales promo- 
tion, and became a v.p. in 1954. 

Under his wing is the advertis- 
ing of Seagram, and its principal 
subsidiaries: Calvert Distillers 
Ltd., Captain Morgan Rum Distil- 
lers Ltd., Thomas Adams Distillers 
Ltd., and advertising, sales pro- 


motion and public relations for 
Canada and the rest of the world 
outside the U. S. (Nearly all of 
Seagram’s sizable export business 
is handled from Canada; Four 
Roses is exported also, but from 
the U. S.) : 

In the process of carrying out 
this big assignment, he works 
with four Canadian agencies: 
Vickers & Benson (Seagram), 
Spitzer & Mills (Calvert), Harold 
F. Stanfield (Calvert and Captain 
Morgan Rum), James Lovick & 
Co. (Thomas Adams), and an ex- 
port agency—Irwin Vladimir & 
Co. (shortly to become Gotham- 
Vladimir). 

Liquor advertising in Canada is 
more severely regulated than it is 
in the States. Ontario law permits 
institutional advertising, British 
Columbia permits the bottle and 
glass to show, Quebec allows the 
label only, and in Saskatchewan 
there is by law no liquor adver- 
tising. 


s Seagram’s magazine advertising 
cuts across these restrictions, and 
the company is a heavy user of 
newspapers, as well as car cards 


The famous Seagram moderation 
messages are used in Canada, but 
in considerably different form 
than in the U. S. Short copy pre- 
dominates—messages like “Men 
Who Think of Tomorrow Practice 


Moderation Today.” Newspapers 


2.) Able to show a sales 


can not do. 


petently staffed organization. 


Ave., New York 17, N. Y. 


ADVERTISING ACCOUNT EXECUTIVE WANTED 


You need no accounts of your own but you need to be: 
1.) Thoroughly experienced in the grocery field. 


3.) Able to formulate marketing plans that sell packaged 
goods, 


4.) An efficient account manager. 
5.) Aware of what advertising and merchandising can and 


If you meet these qualifications we offer you a challenging position at 
a top salary handling established grocery products accounts. Our 
unique method of operation enables you to operate accounts the way 
you have always wanted to. We back you with a completely and com- 


Our record of accomplishment for all our clients is outstanding. We 
are a young but well established agency located in the East (not New 
York). The account executive we are looking for will make a concrete 
contribution to our continued growth by servicing a number of our 
present accounts and helping us acquire new ones. If you are this man, 
write in full confidence to Box 384, Advertising Age, 480 Lexington 


building record with accounts. 


—where permitted—and outdoor. 


and car cards are used. 

A primary part of Seagram’s 
promotion is institutional. This 
may help account for its prestige 
as an advertiser and its success in 
the market as well. In the war 
years its advertising was geared 
to war themes, and the company 
worked closely with the Dominion 
government to make its advertising 
as effective as possible in helping 
to accomplish what the govern- 
ment wanted done. 

Even today, “Schneck” says, 
institutional advertising probably 
gets more dollars than does straight 
product sell. 


# One of Seagram’s principal ef- 
forts has been selling Canada as 
a country. In its international ad- 
vertising, not only is Seagram 
sold, but also various Canadian 
industries—aluminum, wheat, met- 
als, fish, apples. The result has 
been good for Seagram and for its 
prestige in a country of great op- 
portunity and intense national 
pride. 

This use of advertising was 
commended by the ACA awards 
committee as follows: 

“Canadian advertising has been 
given a new concept of interna- 
tional advertising technique by 
this example of a firm promoting 
the reputation of its country and 
its country’s products in addition 


to its own product.” And what the’ 


committee considered “the highest 
of levels” in this advertising policy 
was the Seagram Collection of the 
Cities of Canada. 

This collection, 65 canvases by 
Canadian artists, was judged a 
smashing success in Europe and 
Latin America. It weighed four 
and one-half tons in traveling 
shape, and Seagram flew it 30,000 
miles. In the course of its travels, 
250,000 people visited the exhibi- 
tion. 


# In Argentina it was opened by 
Juan Peron; in London, by Vis- 
count Alexander of Tunis (who 
had been Governor-General of 
Canada). In Switzerland and 
Uruguay, openings were presided 
over by the presidents of these 
nations, 

In Sweden, where some 30,000 
persons saw the exhibition, it was 
opened by Princess Sybella, moth- 
er of the crown prince, and the 


A WORLD-WIDE STAFF OF EDITORS AND CORRESPONDENTS...in England - Ger- 


many « Switzerland «+ Italy « Sweden + Spain + Denmark « France « Holland + Turkey « Australia «+ 


Canada + South Africa + Japan... REPORTS NEWS OF TECHNICAL DESIGN DEVELOPMENTS——— 


Prax tate etiwes wapee sms coe nha. thm chem 
(pletion BREE bn is tees mtg Pepe 14 


Here, in outline, 


Growing Recognition 


for their products and services in the 
huge Original Equipment Market... 
inquiries that are exceptional in quan- 
tity and character...such sales- 
building results stem from publishing 
concepts and policies that create 
Intensive Readership. _ 


are the publishing policies of DESIGN NEWS 

@ NEWS Reporting of Technical Design Developments by 

e A World-Wide Staff of Editors and Correspondents 

@ Staff Writing and Interpreting of these World-Wide NEWS Reports 
e@ Semi-monthly Publishing for “liveness” of NEWS 
@ A Format that provides MAXIMUM VISIBILITY for Advertising 

@ A TOUGH Circulation Policy—100% request—100% verified every year 


ROGERS PUBLISHING COMPANY « Englewood, Colorado 
Publishers of DESIGN NEWS and its “Partner in Progress” PURCHASING NEWS 


Exceptional Results 
accrue to the hundreds 
of manufacturers 

who advertise in 


DESIGN NEWS 


| 


M. M. Schneckenburger 


king and queen made a special 
visit. But another measure of its 
success was quite different. The 
Canadian legation reported it had 
received more inquiries about 
trade and immigration to Canada 
following the exhibition than it 
had in the previous three years. 

In all, the traveling art show 
may be the top single promotion 
in publicity value. In the House 
of Seagram are 14 volumes of 
newspaper and magazine clippings, 
and these do not reflect its heavy 
radio-television-newsreel cover- 
age. 

And if Seagram advertising has 
worked in building Canadian pres- 
tige, it also has worked well for 
Seagram, the leading distiller in 
the country. 


s The trend to Canadian whiskies 
—and rye is what Seagram makes, 
although it distributes Usher’s and 
Old Parr Scotches—has been pro- 
nounced in postwar years. 
Meantime “Schneck” will be 
busy taking ACA through its 41st 
year. He says he has little time 
for civic activity, except for some 
work with the Presbyterian Church 
in Mt. Royal. And he manages to 
work in a little golf. The Schneck- 
enburgers have two daughters, one 
graduating from Swarthmore this 
spring, one finishing high school. 


‘Sun-Times’ Boosts Forrest, 
Wiegand, Five Others 


Leland F. Forrest has been pro- 
moted to manager of the classified 
advertising department of the Chi- 
cago Sun-Times. Mr. Forrest, for 
the past two years assistant man- 
ager of the classified department, 
succeeds the late Carl L. Schwei- 
zer. John T. Wiegand, who joined 
the staff of the Chicago Sun in 
1945, has been named to succeed 
Mr. Forrest as assistant manager. 

Other staff changes in the news- 
paper’s advertising department in- 
clude the transfer of Robert J. 
Bullwinkle and Philip W. Moses to 
the eastern advertising office in 
New York and the transfer of 
Thomas V. Patano from the eastern 
office to the Chicago staff. Howell 
I. Jones and Harry A. Leonard 
have been named to head the ad- 
vertising division of the new Sun- 
day colorgravure magazine to be 
inaugurated with the paper’s Sept. 
11 issue (AA, May 9). 


R. M. Loeff Names Three 

Marcella Hans, formerly a free- 
lance copywriter, Chick Aste, pre- 
viously with William Hart Adler 
Inc., and Fred Ota, artist, have 
joined the staff of R. M. Loeff Ad- 
vertising, Chicago. The agency has 
moved its location from the Mer- 
chandise Mart to 205 W. Wacker 
Dr. 


Named Marketing V. P. 

Robert Frost, advertising man- 
ager of National Pneumatic Co. 
and Holtzer-Cabot divisions, Bos- 
ton, has been appointed v.p. for 
marketing. 


Kelvinator Boosts Jetfrey 
Walter Jeffrey, who has been 
manager of sales planning, has 
been promoted to v.p. in charge of 
sales of the Kelvinator division of 
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New Space Units 
Get Credit for 
Comics’ Ad Growth 


New YorkK, May 24—Things are 
looking up for Sunday comics. So 
believes Robert P. Davidson, gen- 


eral manager of Puck—The Comic 
|Weekly, who says comics adver- 


tising is about to enter its biggest 
expansion period. 

Puck is looking to 1955 to be its 
best year since ’52, thanks to a 77% 
increase in linage for June—“The 
largest recorded single gain in the 
history of Sunday comics.” Pros- 
pects for the second half of the 
year also look bright. 

Mr. Davidson says the introduc- 
tion last June of sixth-of-a-page 
ad units provided the impetus for 
the business upswing. The new 
space size brought in 17 new ad- 
vertisers in a matter of months. 
Another new space unit—the 
vertical half-page—was unveiled 
by Metropolitan Sunday News- 
papers at the recent Chicago meet- 
ing of the National Newspaper 
Promotion Assn. Harold Anderson, 
editor of Publishers’ Syndicate, 
said seven syndicates cooperated 
in making the vertical half-page 
available. “Many ad executives,” 
he said, “think the new dimension 
is a natural for color display” of 
a great number of products. 


® The vertical half-page is Metro’s 
answer to the sixth-page of 
Hearst’s Puck. As a matter of fact, 
page sizes are a matter of contro- 
versy between the two. A recent 
meeting of the Newspaper Comics 
Advisory Council, a group pio- 
neered by Metro, decided that 
“any new sizes should encourage 
the use of larger space rather 
than smaller—that sixth-page 
space was downgrading the comics, 
while the new vertical half was not 
only upgrading them but was also 
providing a new and different 
shape which is creating active in- 
terest among advertisers.” 

The council also voted unani- 
mously against center-of-the-page 
positioning and condemned it as 
poor editorial practice. 


Devine Joins ‘Digest’ 

C. R. Devine has resigned as as- 
sistant advertising director of U.S. 
News & World Report to join the 
business department of Reader's 
Digest. 
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GET THE FACTS ABOUT THE 
WORLD'S BIGGEST MARKET! 


> Read about the keys that open 
82,968 doors in the multi-bil- 
lion dollar construction market. 
Get the free, new ACP booklet, 
“The Key .. .”, by writing: 

Gordon L. Anderson, Sec’ y. 
,ASSOCIATED CONSTRUCTION 
PUBLICATIONS 
1022 Lumber Exchange Bidg., Minneapolis 1, Minnesota 


ASSOCIATED CONSTRUCTION PUBLICATIONS 


CONSTRUCTION MID-WEST CONTRACTOR 
Roanoke, Virginia Kansas City, Missouri 
CONSTRUCTION BULLETIN MISSISSIPPI VALLEY 
Mianeapolis, Minnesota CONTRACTOR 
St. Louis, Missouri 
CE coca, | NEW ENGLAND CONSTRUCTION 
Boston, Massachusetts 
CONSTRUCTIONEER 
ROCKY MOUNTAIN 
South Orange, New Jersey CONSTRUCTION 
consTaUCTiON NEWS Denver, Colorado 
SOUTHWEST BUILDER 
Little Rock, Arkansas a t ConTRAGTER 
CONTRACTOR ——. 
Atlanta, Georgia TEXAS CONTRACTOR 
Dallas, Texas 
MICHIGAN CONTRACTOR 
& BUILDER WESTERN BUILDER 
Detroit, Michigan Milwaukee, Wisconsin 


American Motors Corp., Detroit. 
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Hamburger Carpenter 
Morgan 


(i | 


Bolger Patillo 


HOUSTON OFFICERS—T hese are the newly elected leaders of the Adver- 
tising Club of Houston, Tex.: Phil Hamburger, Houston Time Serv- 
ice, director; W. A. Morgan, Continental Oil Co., director; John 


Carpenter, Gregory-Giezendanner 


agency, president; Evelyn Bolger, 


Retail Grocers Assn., 2nd v.p.; Les Hunt, KGUL-TV, 1st v.p.; and 
Leonard Patillo, Houston Magazine, director. 


Coming 
Conventions 


*Indicates first listing in this column. 

May 30-June 1. National Assn. of Trans- 
portation Advertising, 14th annual meet- 
ing, The Cloister, Sea Island, Ga. 

*June 1-4. First Advertising Agency 
Group, annual conference and exhibit, 
Grand Hotel, Point Clear, Ala. 

June 5-8. Advertising Federation of 
America, 5ist annual convention, Palmer 
House, Chicago. 

June 8-10. National Sales Executives 
convention and sales equipment fair, | 
Waldorf-Astoria, New York. | 

June 12-17. Special Libraries Assn., ad- | 
vertising division, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 15-17. American Marketing Assn., 
national conference, Schroeder Hotel, Mil- | 
waukee. 

June 19-20. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Wentworth-by-the-Sea, Ports-| 
mouth, N. H. 

June 19-22. Poster Advertising Assn. of | 
Canada, Hotel London, London, Ont. 

June 20-22. Lithographers National 
Assn., annual convention, Lake Placid 
Club, Lake Placid, N. Y. 

June 24-26. Northwest Daily Press 
Assn., summer meeting, Ruttger’s Birch- | 
mont Hotel, Bemidji, Minn. | 

June 26-29. National Advertising Indus- | 
tries Exposition, Hotel Morrison, Chicago. | 

June 26-29. Advertising Assn. of the | 
West, 52nd annual convention, Multno- 
mah Hotel, Portland, Ore. 

July 11-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Aug. 6. Midwestern Advertising Agen- 
cy Network, 3rd quarterly management 
and production workshop, Drake Hotel, 
Chicago. 

Aug. 6-9. Mail Advertising Service 
Assn., annual convention, Statler Hotel, 
Los Angeles. 

Aug. 15-19. Photographers’ Assn. of 
America, 75th anniversary convention, 
Conrad Hilton Hotel, Chicago. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world conven- 
tion, Ambassador Hotel, Atlantic City. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 

*Oct. 6-8. Pennsylvania Newspaper Pub- | 
lishers’ Assn., 3lst annual convention,; 
William Penn Hotel, Pittsburgh. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct 17-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Oct. 20-21. Audit Bureau of Circula- 
tions, 4lst annual meeting, Drake Hotel, 
Chicago. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and _ conference, 
Automotive Bldg., Canadian National Ex- 
hibition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Insti- 
tute, Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society 
of America, annual national conference, 
Ambassador Hotel, Los Angeles. 


Elgin Signs for Ed Murrow 
Elgin National Watch Co., Elgin, 
Ill., will sponsor Edward R. Mur- 
row’s “Person to Person” (CBS- 
TV) on alternate weeks, starting 
Sept. 2. Young & Rubicam is the 
agency. Elgin replaces Noxzema, 
which was asked to move to make 
room for a more institutional type 
advertiser. American Oil Co, in the 


East and Theo. Hamm Brewing Co. 


in the West continue as co-sponsors 
of the telecast. 


PULLING POWER rings the cash register! 


The London Free Press covers a leading market with pulling power that 
cannot be equalled . . . it can sell for you and keep them sold 52 weeks 
in the year. No wonder The London Free Press is Canada’s favourite test- 
paper. Write today for conclusive facts in this rich market. 


WHEN YOU SEEK LOCAL SALES... 


Hitch your selling Message to 
the pulling power of 


Onianrios. (rly pprning- Goening (Combination 


Canada's No. I Test Market 


General Traffic Manager Douglas Dawson of Norton Company tells 


4 


“‘How Norton makes the sparks fly!”’ 


“When a plant’s grinding opérations break down, their pro- 
duction lines may grind to a halt, too. We have to make the 
sparks fly!”" says Doug Dawson. 

“The abrasive that can meet specifications — and gets there 


first — gets the order. 


“We win those races time after time from our one big 
plant in Worcester, Mass. 
“How? With on-the-ball engineering — and Air Express! 


To us, Air Express is like a full warehouse in every com- 
munity ; we can deliver anywhere in the U.S. in a few hours. 

“Yet, we actually save money when we use Air Express 
instead of other air carriers. A typical 25-lb. shipment from 
Worcester to Chicago, for example, costs $8.85. That's $3.55 
cheaper than any other direct air service! 

“Those savings add up when you ship as much as 1,000 
pounds a day by Air Express, as we do!" 


&> Air Express x 


GETS THERE FIRST via US. Scheduled Airlines 


CALL AIR EXPRESS ... division of RAILWAY EXPRESS AGENCY 
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Brophey Weinrich Scolaro Terry Dix 


MEDIA GUESTS—This group gathered for a quip or Detroit News; Al Weinrich, media director, Batten, 
two at the annual media party of the Detroit chap- Barton, Durstine & Osborn; Joseph R. Scolaro, Scol- 
ter, American Assn. of Newspaper Representatives. aro, Meeker & Scott; Art Terry, media director, 
Shown are Perce Beatty, media director, Maxon Kudner Agency; George S. Dix, Philadelphia In- 
Inc.; R. G. Brophey, general advertising manager, quirer, and John A. Wolf, Branham Co. 


GOOD LAUGH. HEARTILY—Here are the people involved in the new 
Rums of Puerto Rico campaign: G. Allen Reeder, director of the rum 
promotion; Judson Irish, copy chief for Ogilvy, Benson & Mather; 
Joe Stetson, dog editor for magazines and News Enterprises Assn. 
columnist, and Chef, the Briard (AA, May 23). 


ACCENT ON CHICKEN—Willard 
Pleuthner, v.p., Batten, Barton, 
Durstine & Osborn, goes over the 
Chicken & Ac’cent promotion with 
Miss Ac’cent (Carolyn Rosenberg- 


LOOKERS AT LOOK—Top brass of Look have a peek at a display of 


efforts of the magazine’s amateur and professional painters. Dis- FINALIZING—Henry Weber, seated, p.r. director of Community Chests er) at the Super Market Institute 
cussing the paintings are Larry Hanson, ad manager; Vern Myers, and Councils of America, approves BBDO’s United Fund newspaper convention in Cleveland, Last year 
publisher, and Fleur Cowles, associate editor. The show totaled 4 series. The volunteer team includes, left to right, Lansdell An- — the Ac’cent tie-in by International 
44 paintings. derson, account exec; Roger Verran, v.p., and Andrew Jenkins, Minerals & Chemical Corp. was 

copywriter, Scene: BBDO’s New York office. with vegetables. 


Campbell Robertson Wehrmann Timlin Wayne Winnie Black Nelson Johnson 


INFORMAL SESSION—Joe Timlin of Branham Co. has a ready audience at NARTB con- 
vention in Tom Campbell of Branham; B. G. Robertson, KTHS, Little Rock, and Bob 
Wehrmann, WTPS, New Orleans. Walter Johnson of WTIC, Hartford, has as attentive 
listeners Elmer Wayne, WJR, Detroit; Russell G. Winnie, WTMJ, Milwaukee; Beth 


Wagner Cline Christal Galusha 


Black, Harry B. Cohen Advertising Co., and Linnea Nelson, Kudner Agency. At right 
George Wagner of KFI, Los Angeles, greets Merl L. Galusha of WGY, Schenectady. 
Caught between the handshake were Neil Cline of WHAS, Louisville, and Henry I. 
Christal, head of the station representative company bearing his name. 


Suhler Deems Stewart Eaton Dulles McCardle Sweet Wolcott 


MAGAZINE MEN—Between sessions at the Magazine Publishers Assn. meeting several of Christian Herald and secretary of MPA; W. H. Eaton of American Home, MPA treas- 


| the attendees gathered in small groups—like Robert Morrow of Catholic Digest, seen rer, and Carl W. McCardle, Assistant Secretary of State for public affairs. At right, 
} ee talking with Les Suhler, Cowles Magazines, and Richard Deems of Hearst Magazines. Charles Sweet of Capper Publications converses with A. T, Wolcott, v.p. of Audit Bu- 
eo In the center are John Foster Dulles, Secretary of State; Ford Stewart, publisher of eau of Circulations. 
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by JAMES D. WOOLF 


One of the most widely-read features ever to 
appear in Advertising Age is Mr. Woolf's col- 
umn, SALESENSE IN ADVERTISING, now in 
its eighth year. On more than one occasion his 
critical comments have led advertisers to recast 
completely their copy strategy. His articles are 
“must” reading in the creative departments of 
many of the top-flight agencies, and leading uni- 
versities use them in their classroom work. The 
advertising director of one of America’s top ten 
advertisers uses the articles regularly in weekly 
staff “clinics” on copy strategy and techniques. 

This new book of 400 pages completely covers 
the waterfront of advertising and marketing— 
basic planning, copy, layout, art, radio and tele- 
vision, media, research, merchandising, point of 
sale, etc. Many chapters deal with what makes 
people tick, what the forces are that motivate 
them into buying action. 

Whatever you do in advertising and market- 
ing ... whether you are a copy cub or an agency 
president, a student or a past master .. . your 
purchase and constant use of this book can be 
one of the most fruitful investments of your 


business life. 


INTRODUCTION muy 
by 
James Webb Young 


“The first time I ever 
saw Jim Woolf he sat 
beside me on a hotel 
lobby couch while I in- 
terviewed him for a job 
as a cub copywriter. 

“The way in which he 

continuously bounced around on that couch 
nearly drove me crazy, and almost lost him the 
job. 
“He has been bouncing ever since, both physi- 
cally and mentally. Indeed, I think anybody who 
reads his writings will admit that ‘bounce,’ in 
the best sense, is their distinguishing character- 
istic. 
“You will never find him dull. He always has 
something to say which is interesting. And he 
has a gift for saying it pithily. What is more, he 
has convictions. And convictions are what make 
writing vital. 

“His writings are, in fact, worthy of attention 
beyond the boundaries of advertising. If I were 
a Social Historian, I would see to it that they 
went into the archives of this century, as a rec- 
ord of what was what in this most pervasive art 
of our time.” 


The Best 


the Salesense in Advertising Articles 


James D. Woolf _ 
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381 CHAPTERS — 
400 PAGES — 
46 ILLUSTRATIONS 


JAMES D. WOOLF was with J. Walter Thompson 
Company for some 30 years; when he left in 1944 
to live in Santa Fe, New Mexico, he was a vice- 
president and director in charge of copy and all 
creative planning and production for the entire 
Western division of the agency. He is the author of 
three books on advertising: WRITING ADVER- 
TISING, GETTING A JOB IN ADVERTISING, 
and ADVERTISING TO THE MASS MARKET; 
he is a contributing author of ADVERTISING 
HANDBOOK. He was a consulting and contribu- 
ting editor of Ronald Press’s four-volume AMERI- 
CAN BUSINESS PRACTICE, and is co-author of 
a popular book, HOW TO USE YOUR IMAGINA- 
TION TO MAKE MONEY. Mr. Woolf, with offices 
both in Santa Fe and Chicago, is currently a crea- 
tive consultant to both national advertisers and 
agencies. 
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SALESENSE IN ADVERTISING in book form is 
a “command performance.” Agencies and adver- 
tisers have urged us to make Mr. Woolf’s articles 
available as a permanent reference work. Universi- 
ties have been asking for them for classroom work. 
Public libraries have reported many requests for 
the Woolf talks. One agency has placed its orders 
for 50 copies, an advertising manager wants 25 for 


“I'd rather go without eating than miss one of your columns.” 
Bob Humphreys 
Foote, Cone & Belding, Los Angeles 
“You help us keep on our toes and frequently we find our- 
selves asking ‘Wonder what Woolf would think of this?’” 
Reinhart Knudsen, Vice-President 
Botsford, Constantine & Gardner, Washington, D. C. 
“I find much to agree with and considerable to applaud in 
your articles.” 
Paul Elliott, Commercial Manager 
Cowles Broadcasting Company, Des Moines 
“Your current ‘Salesense’ article is so sensible we are send- 
ing it out to all of our dealers. 
Parker Pen Company 
Janesville, Wis. 
“Your work reflects a mature experience . . . a discerning 
analysis . . . which makes the art of copywriting more real 
than most treatises on the subject.” 
Harvard Business Review 
“ *Salesense In Advertising’ is one of the finest things I have 
ever read. Congratulations.” 
Richard Manville, Advertising Consultant 
New York City 
“Your writings are popular in our Commerce Library.” 
University of Chicago 
“You express many significant thoughts on advertising.” 
University of Illinois 
“We read ‘Salesense’ thoroughly and pass it around our copy 
department as recommended reading.” 
N. Y. Ayer & Son, Philadelphia 
“I read ‘Salesense In Advertising’ quite regularly and am 
very much interested in it.” 
Arthur W. Kohler, Vice-President 
The Curtis Publishing Co., Philadelphia 


his staff, a large publisher wants 20 copies, others 
want from 5 to 15. The single price of the book, 


$5.95, is less than the price usually asked for books 
of this size and quality. In quantities of 5 to 10, the 
price is $5.00 each; of 11 to 25, $4.50; any quantity 
over 25, $4 each. In most cases, employers are 
picking up the tab. 


MAIL THIS COUPON FORFASTACTION 


Examine Salesense 
fer 6 Days 
AT OUR RISK 


Advertising Age, 


I want 


M30 


200 East Illinois St., Chicago, IIL 
copies of SALESENSE IN ADVERTISING, figured at the following 


rates: Single copy—$5.95. Quantity prices, 5 to 10, $5.00 each; 11 to 25, $4.50; over 25 


Nothing could be fairer, — 
we think, than these — 
terms: 1) You may pay 
now, or we'll bill you 
later; 2) you may exam- 


single penny. 


copies, $4.00. Prices include postage and handling. The risk is all yours. If I am not 
satisfied with the book after 5 days’ examination, the deal is off—and I am not out a 


ine your purchase for 5 
days—at our riak; if you 


are not completely satis- 
fied, return the book (or 


books) and your money 
(if you've paid cash in 


advanre) will be re- 
funded at once. OC) 1 am enclosing my check for $ 


SEE 


© Bill me later. ( Bill my firm later. 
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Exaggerated Research Claims 
Have No Place, Reader Says 

To the Editor: A well known 
writer once remarked that, in re- 
spect to many of the important 
questions of the day, everyone 
knew the answers before anyone 
asked the questions. This state of 
affairs seems to prevail in cer- 
tain fields of advertising research 
today. 

According to numerous articles 
and reports in advertising journals, 
a considerable amount of research 
in the social sciences and psychol- 
ogy has taken place in the adver- 
tising business for some years. Un- 
fortunately, all manner of ridicu- 
lous and extravagant statements 
and claims have been made con- 
cerning the effectiveness of this 
research. As an example, one 
might cite motivation research 
about which much has been writ- 
ten lately. After reading some of 
the statements that have been 
made by people who sponsored 
this kind of study, a person un- 
familiar with the field of motiva- 
tion might well get the impression 
that the whole problem of human 
motivation can be solved easily 
and quickly simply by asking a 
few people questions or giving 
them some projective tests. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Actually, such is not the case. 
Psychologists working in the field 
of motivation would be the first 
to admit that next to nothing is 
known about this complex field. 
The techniques that have been em- 
ployed in all these different kinds 
of research projects for the adver- 
tising business have never been 
scientifically validated, nor is 
there any acceptable proof what- 
soever that they are capable of ac- 
complishing what they seek to 
accomplish. 

Exaggeration and false and ex- 
travagant claims have always been 
characteristic of much advertising 
but they are out of place in the 
field of research and no true sci- 
entist would engage in them. This 
sort of thing might “sell” the gul- 
lible on the idea of research, but 
it is not likely to keep them “sold.” 

H. GARNER, 
Cincinnati. 
* . “ 


Finds a Word: ‘Consumerism’ 


To the Editor: There came to 
my attention today—via United 
Business Service—a wonderful 
quotation from a speech by John 
S. Bugas, v.p. of Ford Motor Co. 
He spoke, a bit back, in Cheyenne. 

Mr. Bugas used a word which 
struck my ear as new and mighty 


CONSUMER 


% Hero's your first look at the brand prefer- 


ANALYSIS! 


ences and buying habits of the 300,000 


families in America’s 11th market. Don’t 
miss it! Write today! 
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useful. The word is consumerism. 
Mr. Bugas says, in part: 

“Our business system has only 
one real boss—the man who buys 
the products of industry and agri- 
culture—the consumer. Let’s find 
a new and more accurate name 
for this economic system which is 
producing such wonderful bene- 
fits for all of our people. Let’s 
call it consumerism and pin the 
tag where it actually belongs—on 
Mr. Consumer, the real boss...” 

I think consumerism is a dandy 
word and deserves a place in our 
language along with its blood 
brother—capitalism. Together, they 
are the structure of our Ameri- 
can system of competitive free en- 
terprise; the incentive which keeps 
better and cheaper goods flowing 
from maker to homemaker, and 
the ad boys polishing up their per- 
suasive phrases. In short, as Mr. 
Bugas wisely reminds us: “Con- 
sumerism should suggest to each of 
us that we are working for the 
benefit of all—including  our- 
selves.” 

Dorotuy FRANCIS, 

TV. Consultant, Needham, 

Louis & Brorby Inc., New 

York. 


Can’t Accept Editor's Case 
for Engraving Charges 

To the Editor: In the Voice of 
the Advertiser, issue of May 9, 
Editor John D. Stanard voices 
a number of remarks in the direc- 
tion of my comments upon the 
subject of magazines which con- 
fuse their editorial function with 
their advertising function by 
charging for engravings and/or 
production costs. 

Reading Editor and Publisher 
Stanard’s remarks give me the 
impression of a man merrily cut- 
ting his own throat. He says, “It 
may interest Mr. Wertheim to 
know that our fee for use of an 
engraving does include, in addition 
to the cut cost, production and 
overhead charges—compare our 
BPRD rates to the space required 
—quickly discover that much is 
received for little.” 

He then mentions the high ethi- 
cal standard of his publication. 
Let us grant this. Then he says, 
“The only thing my magazine has 
for sale’ is advertising space...” 

Okay. He only sells advertising 
space—BUT—when he makes a 
minimum charge of $10 to run a 
release with cut, and then charges 
an advertiser $15 for a 12th page 
one time, somebody is getting the 
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HOME delivered circulation 
in The Detroit News 


MORE 


ADVERTISERS bey more advertising 
in The Detroit News 


Advertising Age, May 30, 1955 


“MORE” IS 
OUR MOTTO 


in alt three Detroit newspapers—Free Press 25%—Times 24%. 


These are the facts—Advertisers are urged to check these statements 
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The Detroit News 


Eastern Office: 110%. 44nd %, Mow York 17 + 
Chscago Offre 435M Mickiges Ave, Witene Tower, Chicage, 


short end of the stick. Either it is 
the advertiser, who paid full rate, 
or the reader, who even if he gets 
the magazine distributed to him 
free, still is entitled to the choice 
of all the news received by the 
editor—not just: “Sure we'll pay 
a fat charge to get in as a reading 
notice.” 

Allow me to cite a concrete ex- 
ample. A few weeks ago an adver- 
tising agency called upon me as a 
publicity specialist for one of 
their clients. He was and is a 
strong and steady advertiser in 
about six trade publications in his 
own narrow field. However, he had 
a new product and wanted to test 
out which of the maybe 100 other 
fields this product could conquer. 
The cost of campaigns up and 
down the line would have been 
prohibitive, but as a new and in- 
teresting product, maybe it could 
be tested with a “release.” 

They handed me a budget of 
$100 (exclusive of my fee) and 
told me to see how far I could 
make it stretch. Within this $100 
framework I managed to send 
out a release to some 326 publica- 
tions, news services, radio con- 
tacts, and other media. 

To date some 35 editors have 
written, saying they intend to pub- 
lish the release and doubtless a 


Miami Beach, Florida: The Leonard Co., 911 Vincotn Reed 
* Pacific Const: 708 Market tres, tan Frencees, Cult. 


COMMONWEALTH 
CHEVROLET 


1018 COMMONWEALTH AVE. 
& 2-8500 Open evenings nil o 
“On Boston's automobile row” 


Boston Agency Man Spots 
Another Ad Similarity 

To the Editor: In going through 
your April 25 issue I noted on 
Page 5 an advertisement for the 
Detroit News. The format and 
headline stopped me because of 
the work we have done for one of 
our accounts. I am enclosing an 
advertisement that ran a year ago 
this month in the Boston newspa- 
pers for our client, Commonwealth 
Chevrolet. I thought you might 
enjoy seeing the similarity and the 
changes that take place in one idea 
when applied to different people’s 
problems. 

HILLarRp W. WELCH, 
James Thomas Chirurg Co., 
Boston. 


goodly number of others will pub- 
lish it and we will only hear 
months later. (How we get 35 
to write in and let us know with- 
out committing the unpardonable 
sin of asking, “Please let us know 
if you are going to use this re- 
lease?” is a small trade secret.) 
Of the 35 saying “Yes,” one 
editor wrote a friendly two-page 
letter telling how he would have 
to pass along an engraving charge 
of $3, and the client (via me) 
wrote him a friendly two-page 


letter back saying “Sure.” Now let 


Lend) 


i) FOR RELIABLE REPRESENTATIO 
IN THE SURGING SOUTHEAST 
Small Homes Guide 

Retains The Dawson Company 


Publishers’ Advertising Representatives 
905 Chamber of Commerce Bidg., Miami 32, Florida 
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us just suppose that the other 34 
editors, including the one in Editor 
Stanard’s field, with some 20 to 
30 times his circulation, had found 
it the publisher’s policy to make a 
charge to cover “cut-cost, produc- 
tion, and overhead.” This news 
would never have been sent out 
to explore new fields—it would 
have smothered to death in costs. 

Look at it another way. Suppose 
the budget, instead of being $100 
to cover 326 publications, had 
stretched to $400 to cover 2,000 
publications. This would have 
meant that, in the food field, in- 
stead of just hitting two editors, 
we could have hit 15 or 20 and 
conceivably, Editor Stanard’s, out 
of the some 80 or so on my list of 
grocery magazines that might print 
news. 

Suppose the replies came back 
and the editors were running 20 
to 30 to one “no charge” and a 
few small charges for engravings 
and a very few “engraving, pro- 
duction, and overhead.” What do 
the editors think my clients’ an- 
swer would be? 

On this basis do you—the read- 
ers of ADVERTISING AGE—think that 
the readers of a magazine making 
“cut, production and overhead 
charges” are getting a square 
shake? And are the advertisers 
getting the readership they pay 
for? I don’t. 

FRANKLIN C. WERTHEIM, 

Public Relations, Jamaica, 

nN. Ue 


Men’‘s and Boys’ Wear 
Promotion Under Way 

To the Editor: Your editorial, 
“Clothes, Cars, and the Man” in 
the May 2 issue, asks: “Could it 
be that men’s clothing and fur- 
nishings need a little more vigor- 
ous promotion?” 

It could be, It’s the most im- 
portant need the industry has. 

However, I am glad to report 


that the industry is doing some- 
thing about it. As you doubtless 
know, the American Institute of 
Men’s and Boys’ Wear has been | 
incorporated, advertising and pub-| 
lic relations assistance has been 
retained and plans are afoot for 
an initial consumer education 
campaign that will spend more 
than $5,000,000 in the next 18 
months. Thereafter, the institute 
hopes to be spending at the rate 
of $10,000,000 a year to bring to 
the men’s and beys’ wear industry 
its fair share of the American con- 
sumer dollar. 
Witiarp W. COLE, 

President, Lytton’s—Henry C. 

Lytton & Co., Chicago. 

Since this letter was written, the 
institute has announced the ap- 
pointment of Batten, Barton, Dur- 
stine & Osborn, New York, to han- 
dle advertising, and Howard G. 
Mayer & Dale O’Brien, Chicago, as 
public relations counsel (AA, 
May 23). 


Tells His View on Anii-Trust 
Suit Against Associations 
To the Editor: Anti-trust action 
against the American Assn. of 
Advertising Agencies will only 
serve to expose small advertisers 
to the wiles of every shyster and 
confidence man who chooses to 
operate a cut-rate back alley 
“agency,” whose only stock in 
trade is a glib tongue and a fast 
hand for the payoff. From the 
standpoint of the small advertiser, 
fair remuneration to the agency 
and the “recognition system” have 
established a degree of control 
which assures sound, honest ad- 
vice, and dollar value from repu- 
table agencies for the advertiser 
who cannot afford an advertising 
department to protect his interests. 
S. C. STREEK, 
Sales Promotion Manager, 
Kramer Tractor Co., Regina, 


Sask., Can. 


‘Never Underestimate’—Never 


To the Editor: Mazola oil vs. 
Shortening or don’t make me 
laugh! Advertising Copy of the 
Week! 

Peter Lind Hayes (subbing on 
the Arthur Godfrey Show, April 
27): 

“Have you ever bit into a piece 
of cake and come upon a piece of 
shortening? Well, you won’t do 
this with Mazola oil... etc., etc.” 
ad infinitum. 

The answer is: not likely. And 
it’s also not likely any real home- 
maker could have written the 
above copy. For me? I never had 
such an experience, nor did I ever 
have a friend who had a friend 
who—blah-blah-blah! (For the 
simple reason that most shorten- 
ings melt at a rather low level and 
certainly by the time it takes to 
bake a cake.) Only possible in- 
stance would be a fruit cake, when 
one might have come upon a piece 
of suet. (But suet?—you knew it!) 
Mazola is an okay product, fel- 


lows, but let’s keep corn where} 


it belongs—not in such advertising 
attempts aimed at a  house- 
wife who knows-her-way-around 
—a KITCHEN! 
JEANNE SPOONEMORE, 
Los Angeles. 
. . 245 


All Comparative 


To the Editor: If Don Adishian, 
who is so incensed over a state-| 
ment in our recent trade ad for| 
Vu-Riter pens (AA, May 9), 
should present Mrs. Adishian with 
glass beads, skunk, or a bicycle in- 
stead of diamonds, mink or a Cad- 
illac (his inappropriate analogy, 
by the way), she might well have 
cause for complaint. 

But it completely escapes us 
why he is disturbed by the state- 
ment that the Vu-Riter at 25¢ 
“outsells more costly pens by as 
much as 8% to 1.” This fact is not 
based on a comparison with dia- 
mond-studded, mink-jacketed or 
Cadillac-motored pens, but on the 
sales of competitive products 
whose prices begin at 29¢! 


Incidentally, if Mr. Adishian will 


pick up a Vu-Riter at any con-| skip or splutter. 

venient counter, he’ll discover that Sera D. Tostas, 
it will write “I will not be hasty”| Vice-President, Emil Mogul 
about 40,000 times without a single Co., New York. 
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the TORONTO DAILY STAR 


March 1955 ABC Publisher's Statement shows* 


CINCINNATI TIMES-STAR 


NOW HAS 


*Source: March 1955 Publisher's 
Statement as filed with 


A.B.C. 


Check these facts: 


Times-Star circulation now exceeds 
160,000. 


Times-Star concentrates 5 out of every 6 
copies in the all important City Zone. 


Times-Star is the ONLY daily Cincinnati 
paper to register gains with each of its last 
five Publisher's Statements as compared 
with the previous Statement. 


In the last 2' years, Times-Star circulation 
has jumped more than 12,000 per day. 


You get maximum sales results when you 
advertise in the... 


“CINCINNATI TIMES-STAR 
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Advertising Pages and Linage in Farm Publications 


Official Figures for April and Year-to-Date as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 
Commercial Dis- Commercial Dis- 
play Excluding play Excluding 
Poultry, Classified Poultry, Classified 
gt. 2 : and Livestock, and ‘Livestock 
-—Total Advertising, in Payes——.———Total Advertising, in Lines—, _in Lines 7—Total Advertising, in Pages—.———Total Advertising, in Lines— in Lines 
April April Jan.-April Jan.-April April April Jan.-April Jan.-April April April April April Jan.-April Jan.-April April April Jan.-April Jan.-April April April 
1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 1955 1954 
Farm Magazines Kansas Farmer ........ 56.9 54.2 2128 216.0 43,265 41,213 161,741 164,166 39,156 36,904 
tBetter Farming ....... 85.9 87.0 326.8 361.4 36,837 37,331 140,201 155,055 35,710 36,189 | Michigan Farmer ....... 71.4 80.1 269.2 287.8 54,863 61,517 206,768 221,065 46,873 52,204 
Capper’s Farmer ....... 64.1 67.8 249.3 255.2 27,487 29,090 106,928 109,468 26,312 27,721 | Missouri Ruralist ...... 67.4 60.9 241.7 224.6 51,196 46,258 183,725 170,658 45,366 40,899 
Farm Journal: Montana Farmer-Stockman 83.6 75.1 292.9 277.7 63,196 56,770 221,417 209,913 57,008 51.037 
#National Less Western Nebraska Farmer ...... 109.5 103.1 399.2 384.7 82,743 77,965 301,778 290,860 74,575 69.862 
7 ES See 6.3 120.1 404.7 407.8 49,884 51,517 173,634 174,942 48,509 50,140 | New England Homestead . 51.8 55.0 178.3 183.7 36,237 38,466 124,778 128,575 26,393 28,132 
#Western Edition .... 1224 117.8 416.6 403.5 52,522 50,516 178,702 173,083 51,147 49,139 | Ohio Farmer .......... 86.8 77.3 321.1 308.2 66,630 59,354 246,595 236,675 59,903 53108 
Average 2 Editions ... 119.4 119.0 410.7 405.7 51,203 51,017 176,168 174,013 49,828 49,649 | Oregon Farmer ........ 51.8 56.3 1948 210.0 39,172 42,536 147,282 158,770 36,904 40,225 
§Farm & Ranch—Southern Agriculturist: Pennsylvania Farmer .... 62.0 60.7 280.0 254.1 47,646 46,611 215,012 195,111 41,204 41,051 
H#Southeastern Edition 48.5 40.5 176.0 1748 20,820 17,384 75,523 74,970 18,857 15,491 | Prairie Farmer: — 
H#Southwestern Edition 54.3 56.2 200.5 226.1 23,290 24,110 86,028 97,007 20,756 20,904 Fillinois Edition 115.9 110.4 431.7 418.3 84,366 80,373 314,248 304,516 74,804 72,071 
Weighted Average 2 #Indiana Edition ..». 1149 103.8 432.5 406.3 83,636 75,549 314,876 295,778 74,074 67,247 
NOMNOIS << Wendnncs.sc% 51.2 45.6 187.4 191.4 21,964 19,570 80,390 82,132 19,737 17,250 Average 2 Editions ... 115.4 107.1 432.1 412.3 84,001 77,961 314,562 300,147 74,439 69,659 
Progressive Farmer: Rural New-Yorker ...... 40.2 425 161.1 171.4 31,513 33,347 126,276 134,471 27,459 29.266 
#Carolina-Va. Edition 110.7 116.7 403.9 435.9 75,272 79,383 274,660 296,410 72,335 76,575 | Utah Farmer ......... 56.2 57.3 203.2 204.5 42,478 43,281 153,620 154,625 39,986 40,556 
#Ga.-Ala.-Fla. Edition 116.3 114.1 426.4 442.0 79,100 77,619 289,928 300,740 76,170 74,542 | Wallaces’ Farmer ...... 121.3 1164 476.5 456.6 95,131 91,283 373,567 357,952 86,930 81.870 
#Ky.-Tenn.-W. Va. Washington Farmer 53.7 58.3 199.8 212.0 40,604 44,073 151,034 160,262 38,336 41.762 
a 106.4 106.3 390.2 415.1 72,320 72,300 265,354 282,250 69,624 69,674 | Western Farm Life ..... 40.1 465 1468 1489 31,421 36,462 115,060 116,867 27,832 33,704 
#Miss.-La.-Ark. Edition 102.5 111.0 381.0 417.5 69,692 75,504 259,097 283,909 66,818 72,626 SHerdsmen Edition ... 14.1 23.4 132.6 148.3 11,023 18,312 103,918 116,273 4,176 3,108 
#Texas Edition ..... . 1084 1145 396.3 428.1 73,741 77,885 269,499 291,099 70,261 74,561 | Wisconsin Agriculturist & 
Average 5 Editions ... 108.9 112.5 399.6 427.7 74,025 76,538 271,708 290,882 71,042 73,596 = RES 96.8 85.9 359.7 331.3 75,872 69,661 282,011 260,159 73,925 67,440 
Successful Farming ..... 122.0 1106 401.9 405.1 54,887 49,769 180,868 182,300 53,874 48,899 Total Group ........ 1,617.9 1,587.8 6,108.9 6,019.6 1235,66% 1,213,091 4,669,521 4,604,222 1,101,383 1,071,443 
Total Group ......... 551.5 542.5 1,681.5 1,846.5 266,403 263,315 956,263 993,850 256,503 253,295 §This edition also carries all linage appearing in Western Farm Life. 
+Formerly Country Gentleman. #{Not included in totals. §Changed to Southeastern and Southwestern editions in January . 
1955. ona at Ba a and lines for Southeastern Edition are an average of the 1954 figures for Upper South and Farm Linage Trend Fleurs: th Thovsonds 
Monthlies 
*Agricultural Leaders’ MAGAZINES MONTHLIES 
ee eee 196 172 80.9 64.7 ome Bie seams 27,771 8390 7,390 1955 1955 
American Fruit Grower .. 38.7 35.1 1569 145.8 16,7 156 67,798 62,967 16,487 15,031 
American Poultry Journal: APR. |2 66 APR. i5 a4 
#Eastern Edition .. 39.8 47.0 180.6 191.2 17,076 20,150 77,496 82,015 12,797 15,531 = 
H#Central Edition .... 32.6 36.2 150.1 159.3 13,997 15,512 64,412 68,332 11,363 12,515 | |MAR.J277 MAR.|587 
#Western Edition .... 33.6 33.3 155.8 138.4 14,404 14,295 66,849 59,374 11,652 11,814 1954 
#Southern Edition ... 31.9 34.0 146.9 140.3 13,671 14,586 63,036 60,186 9,918 11,902 1954 
Average 4 Editions ... 34.5 37.6 158.4 157.3 14,787 16,134 67,948 67,477 11,433 12,941 APR. 
Arkansas Farmer ....... 25.8 20.7 941 75.9 19,499 15,686 71,113 57,397 18,661 14,959 
Better Farming Methods . 40.9 35.4 153.5 146.4 17,537 is.17 65,856 62,822 17,537 15,171 
Breeder's Gazette ..... . 269 241 8&9 83.6 12,105 10,831 40,023 37,616 10,233 9,277 
*Broiler Growing ....... 35.3 44.7 162.2 187.1 15,155 19,177 69,594 80,291 12,047 14,370 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
*California Citrogiaph 21.2 25.3 1023 95.2 14,252 17,010 68,774 64,022 14,084 16,814 1955 
*California Farm Bureau 
Monthly ............ 15.5 138 529 53.3 11,739 10,416 39,963 40,276 11,067 9,744| | APR.I1,236 
*Carolina Co-operator ... 10.0 9.0 37.0 363 4,200 3,780 15,540 15,260 3,850 3,500 
*Cattleman, The ....... 93.5 844 468.7 433.9 39,242 35,465 196,844 182,305 17,283 17,521 MAR,| 1334 | 
*Cooperative Digest 44 73 159 244 1,856 3,058 6,693 10,208 1,839 3,104 
*County Agent & 1954 
Vo-Ag Teacher ....... 33.8 19.6 131.7 123.3 14,509 8413 56515 52,900 14,509 98,413 | | App 
*Electricity on the Farm. 141 129 45.1 45.4 5,028 4,614 16,101 16,203 5,028 4,614 
*Farm Management 26.4 145 1045 67.9 11,311 6240 44,848 29,117 11,311 6,240 
Farmer-Stockman ...... 58.2 53.8 205.7 208.9 24,945 23,099 88,246 89,623 21,533 19,765 
*Florida Cattleman ..... 54.9 60.5 279.5 284.7 ery 25,425 117,373 119,638 13,524 14,007 | Bi-Weeklies 
*Florida Grower & Rancher 29.6 29.1 122.8 113.6 20,301 19,769 83,486 77,287 20,245 19,729 : 
Kentucky Farmer ...... 29.4 299 1295 125.7 23,018 23,457 101,543 98,510 21,564 21.627 | Cuinnnia beers 110.0 78.6 346.1 336.8 83,167 59,440 261,616 254,616 80,290 57,865 
*Michigan Farm News .. 2.7 £24 113. 8.7 6,373 5,477 26,309 20,064 6,251 5,357 iti 
Mississippi Farmer .... 19.0 13.6 766 50.4 14,457 10,250 57,898 38,003 14,204 10,061 | foctnern Editi 707 eo? me m4 an am neon 43.103 
- : eee . . . ’ , , J ‘ 103 
*Missouri Farmer ...... 16.1 15.2 61.9 49.2 11,113 10,521 42,578 33,946 10,213 9,651 Average 2 Editions ... 70.8 60.1 240.9 233.3 53,471 45,409 182,094 176,391 50.292 42 
*National 4-H News ... 25.2 20.2 84.5 77.1 10,596 8,465 35,486 32,399 10,596 8,465 | «paj ‘SL Na 9 331 . . ; ' i ‘ , ,980 
National Live Stock exyaens tees nes SO SL SS DS ST 688 MS SM 68S O8, 527 
Producer ........+0+ 15.0 158 65.1 61.0 10,905 11,537 47,417 44,420 10,570 ig | Fetal Group... 192.7 151.8 640.0 624.0 145,352 I14421 482,296 470,321 138,668 109,372 
*Nation’s Agriculture... 9.0 12 381 41.4 4,062 5,005 17,137 18,638 4,062 5,005 | #Not included in totals. 
* . . . . 
ad . et 59.6 644 216.4 237.5 26,808 29,000 97,392 106,885 23,826 25,424 All figures in the following groups were compiled by Advertising Age 
*Ohio Farm Bureau News 129 115 47.2 46.3 5,812 5,172 21,224 20,828 5,402 4,722 | Weeklies 
weuutore aa 42.6 47.8 203.3 209.7 18,259 20,493 87,196 89,980 14,251 16,043 tr ie 
Eastern Edition .... J d , . ’ , ’ ’ ’ , Kansas Edition ...... 26.1 26.1 89.2 98.0 64,178 64, , t 
central Edition .... 14 = oad ear ees ae patel og a pyre Missouri Edition ..... 25.6 266 89.2 99.0 63,118 65 558 219,785 243,835 aa.0ai 43.950 
Western Edition .... Y . ' ; ¥ , ; : ’ Okla.-Ark. Edition .... 23.6 25.1 829 93, 1 1, ’ , 
eacific Edition... 45.6 50.5 205.9 207.3 19,559 21,662 88,339 88915 14439 16,560 93.5 58,146 61,834 204,264 230,216 41,017 42,323 
Average 4 Editions .. 40.9 46.6 195.8 198.1 17,546 19,999 83,974 84,979 13,769 16,017 | Dailies 
Southern Planter ....... 36.9 34.6 et op on ane ao Saaee — aiee Chicago Daily Drovers 
*Turkey World ....... . 475 45.3 232. . » ; 567 100,1 7 934 
Pe Sey duues. 4S 438. 1862 1603 19,012 18.799 51,028 @0s2 12381 «13.642 ae: ee 37.6 40.5 159.7 151.0 79,914 86,097 339,731 321,338 40,874 43,512 
*Western Livestock Journal 85.9 94.3 421.3 421. , , 754 180,950 14,175 16,058 
*wyoming Stockman-Farmer 33.7 29.7 122.0 98.7 30,156 26,628 109,312 88,544 23,809 21,516 | gmone' Daily journal A ME USS UTD TLS 73,608 347,952 SITET 40,329 = 51,834 
Total Group ....... 1,073.3 1,028.7 4,490.9 4,347.4 544,348 520,625 2,259,379 2,172,267 443,651 421,965 Stockman .........05 36.8 37.5 185.3 168.7 78,264 79,812 394,311 358,963 45,191 39,111 
ZtNot included in totals. St. Louis Daily Livestock 
ua Month! F Sects MEP nadeevdsness 246 204 1116 96.9 52,324 43,356 237,382 206,189 36,577 20,911 
ews. r Mon A arm sections Total Group ......... 207.7 210.8 881.4 “855.0 467,099 474510 1,563,174 1,916,792 203,084 264,76< 
*Iowa - ene ths 30.8 99.4 113.3 29,260 31,757 101,361 116,738 27,851 30,044 963,174 1,916,792 293,084 264,766 
*Rural Gravure ....... rH 9.0 294 375 7,095 9,017 29,415 37,412 7,095 9,017 | Canadian 
*Texas Ranch & Farm .. 15.0 16.3 67.4 63.6 15,722 17,094 70,805 _ 66,850 13,132 14,840 | Le Bulletin des Agriculteurs 66.1 61.4 216.0 222.5 46,251 42,994 151,162 155,775 46.022 42.730 
Total Group ........ 508 561 1962 2144 52,077 57,868 201,581 221,000 48,078 53,901 | Country Guide ........ 52.3 56.8 163.0 202.4 37,674 40,900 117,390 145,744 37.674 40.900 
tFamily Herald & Weekly Star: . 
Semi-Monthlies #Eastern Edition .... 100.2 112.2 379.8 377.7 100,238 112,165 379,805 377,629 72,003 76,812 
American Agriculturist .. 42.5 37.9 151.2 146.9 30,938 27,626 110,034 106,908 27,541 24,779 #Western Edition 82.7 93.9 314.8 323.3 82,714 93,949 314,811 323,285 64,806 71,030 
*California Grange News. 11.3 108 40.1 45.9 12,230 11,676 43,468 49,770 5,880 4,970 Average 2 Editions ... 91.5 103.1 347.3 350.5 91,473 103,057 347,308 350,457 68,405 73,921 
Colorado Rancher & Farmer’s Advocate & Canadian 
EES So" 425 465 161.8 159.3 32,134 35,166 122,323 120,419 29,878 31,561 Countryman ......... 59.3 64.0 202.1 232.2 41,493 44,819 141,469 162,540 34969 37,632 
Dakota Farmer ........ 80.0 79.2 282.2 282.7 62,660 62,129 221,271 221,614 60,438 60,232 | Farmer's Magazine ..... 34.2 43.3 109.0 139.3 14,676 18,559 46,774 59,752 14,625 18,451 
Farmer, The .......... 110.2 104.1 412.9 395.7 86,396 81,594 323,744 310,599 79,002 74,708 | Free Press Prairie Farmer 116.4 122.3 445.6 454.7 123,363 129,675 472,369 470,696 78,058 83,806 
Hoard’s Dairyman ...... 63.2 58.0 232.5 225.5 46,042 42,203 169,284 164,171 38,744 35,949 | Western Producer ...... 55.2 57.5 211.9 224.3 59,057 61,482 226,716 240,040 36,942 37,887 
Idaho Farmer ......... 55.5 56.2 200.2 202.4 41,944 42,514 151,345 153,020 39,676 40,287 Total Group ......... 475.0 508.4 1,694.9 1,825.9 413,987 441,486 1,503,188 1585,004 3is.605 335327 
*Indiana Farmer's Guide 33.6 32.0 126.2 129.1 26,328 25,113 98,908 101,172 19,759 18,170 | tFour issues in April 1955; five issues in April 1954. Z¢Not included in totals. ’ 


Ford Makes Ad Appointments 
in Mercury Division 

T. Jack Henry has been pro- 
moted to assistant general sales 
manager in charge of advertising, 
sales promotion and training for 
the Mercury division of Ford Mo- 
tor Co. Mr. Henry has been with 
the Lincoln-Mercury division since 
June 1953, and prior to the separa- 
tion of Lincoln-Mercury into two 
divisions last month (AA, May 2) 
he was manager of advertising, 
sales promotion and training. 

R. J. Fisher is ad manager of the 
division; George O. Hackett is 
manager of the sales promotion 


and training department, and M. 
G. Orlovich is manager of the 
dealership management confer- 
ence. All three held similar posi- 
tions in the Lincoln-Mercury divi- 
sion. J. J. Szeregnyi, formerly ad- 
vertising coordinator of Lincoln- 
Mercury, has been appointed as- 
sistant ad manager of the Mercury 
division. 


Gardner Boosts Kratky: 
Appoints Chippertield 

Gardner Advertising Co., St. 
Louis, has named Warren Kratky, 
formerly media director, to head a 


new department of marketing 


which coordinates the agency’s 
media and research departments. 
Mr. Kratky also was elected a v.p. 
Gardner has appointed Frank L. 
Chipperfield to succeed Mr. Krat- 
ky as media director. Since 1952, 
Mr. Chipperfield has been media 
director of Joseph Katz Co., Balti- 
more, and from 1950 to 1952 held 
a similar position at Hewitt, Ogil- 
vy, Benson & Mather (now Ogilvy, 
Benson & Mather), New York. 


Sponsors NBC's ‘Youth’ 
General Dynamics Corp. is spon- 

soring “Youth Wants to Know” 

over the television network of Na- 


tional Broadcasting Co. on Sun- 
days, 2:30-3 p.m. Commercials are 
divided between institutional ad- 
vertising and public service mes- 
sages. Morey, Humm & Johnstone, 
New York, is the agency. 


Hotpoint Names Holden 

Merrill E. Holden has been 
named supervisor of advertising 
and publications for the commer- 
cial equipment department of Hot- 
point Co., Chicago. Mr, Holden 
formerly was national retail ad- 
vertising assistant and senior copy- 
writer for the major appliance di- 
vision of Sears, Roebuck & Co. 


Armstrong to Cole & Weber 

Sherwood Armstrong has re- 
signed as creative and marketing 
director of Ryder & Ingram, Oak- 
land, to join the creative staff of 
Cole & Weber, Seattie. Mr. Arm- 
strong at one time served also as 
account executive for Foote, Cone 
& Belding and with Brooke, Smith, 
French & Dorrance. 


Jensen Names Shaver A. M. 

Edward F. Shaver, formerly on 
the sales staff of Columbian Litho- 
graph Co., has been named adver- 
tising manager of Jensen Mfg. Co., 
Chicago. 
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CASUAL DRINK—Vernon Underwood, 
secretary-treasurer, Young’s Mar- 
ket Co., Los Angeles, beams as he 
points to a bottle of Jose Cuervo 
tequila, which his company hopes 
to place on the U. S. best seller list. 


‘Tequila Matador,’ 
New Recipe, Pushes 


Mexican Firewater 


Los ANGELES, May 25—Young’s 
Market Co., which did yeoman 
work in helping vodka gain ac- 
ceptance in America, has similar 
plans for tequila. 

The company, largest wholesale 
liquor distributor and importer on 
the West Coast, has set up a budget 
of $100,000 for an opening cam- 
paign. It has the exclusive Ameri- 
can distributorship of Jose Cuervo 
tequila, reportedly Mexico’s best 
selling beverage. 

For the promotion, Young’s has 
named Howard Tullis Advertising, 
Los Angeles, its agency, and Rog- 
ers & Cowan to handle public re- 
lations. 

Small-space ads on a once-a- 
week schedule will break late this 
month in all metropolitan news- 
papers in Los Angeles, San Fran- 
cisco and Chicago. Similar sched- 
ules are planned for New York, 
where distribution will be handled 
by Julius Wile & S ns, on a recip- 
rocal basis. 


® Small-space ads also will run 
in Esquire, Holiday and The New 
Yorker in July, with further in- 
sertions in these magazines and 
others, as national distribution is 
obtained. 

The public relations campaign 
will start with a new drink, “tequila 
matador,” which it is hoped will 
gain acceptance for this beverage 
in the same way the “Moscow 
mule” served to promote vodka. 

The “Matador” calls for tequila, 
ice, pineapple juice and a twist of 
lime. It is a comparatively mild 
drink; the promoters think it may 
be difficult to convert bourbon, 
Scotch or martini drinkers easily, 
but they believe female or casual 
drinkers of vodka and _ tonic, 
“bloody Marys” and “screwdriv- 
ers” can be induced to try the new 
drink. 

For point of sale, a tie-up has 
been made with Hawaiian Pine- 
apple Co., which is cooperating on 
dealer displays which show a bot- 
tle of tequila, two cans of Dole 
pineapple juice and a plastic lime 
with a ribbon announcing the ad- 
vent of the “tequila matador.” Ta- 
ble tent cards are being distributed 
to bars and restaurants. 


Sheriff Adds Umbaugh Co. 


Umbaugh Agricultural Chemical 
Co., Memphis, has appointed 
Walker B. Sheriff Inc., Chicago, to 
handle advertising and merchan- 
dising for its UAC soil improve- 
ment plan, a program of soil anal- 
ysis, preparation and application 
of custom-blended fertilizer for 
farms. The plan, introduced re- 
cently in the southern states, will 
be introduced in the north central 
states through newspapers, direct 
mail, regional farm publications | 
and radio. " 
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j Until late March, members of ‘Omnibus’ ; . 
AdmanRunningas ,,,” saverGiing fraternity dis-| soe mae en wee What makes ’em click? 
GOP Candidate for ‘counted his cand) dacy and his/ ning program of the Ford Founda-| eoole IS IT THE COPY? 
. . \chances. But, with big funds be-| tion’s TV-Radio Workshop, will’ Is it the LAYOUT?... or, perhaps 
P hiladelphia Mayor hind him (estimated $225,000 spent, | return to the Columbia Broadcast-| it's WALK’S typesetting that may 


| with the bulk of it for radio and 

PHILADELPHIA, May 24—W. Tha- ty time through Feigenbaum & 
cher Longstreth, Republican nomi- _Wermen), he went on to impress 
nee for the mayoralty of the Quak-' many Republican voters in the pri- 


er City as a result of last week’s mary. 
primary election, is a member of 


the advertising fraternity. He is a Brown Joins U. S. Plywood 


v.p. and account executive with the, Richard J. Brown has resigned 


- | as advertising and sales promotion 
Mr. Longstreth, who has been manager of the Delta Power Tool 
in the ad business since his grad-| division of Rockweil Mfg. Co. to 
uation from Haverford College and become sales promotion manager 
Princeton University, has been on of U. S. Plywood Corp., New York. 
a semi-leave of absence from the| He succeeds Howard Roeding, who 
agency where he handles some of is retiring after 20 years with the 
its larger accounts. company. 


tle over a year ago, and only en-| Albert Scherb, fcimerly with 
tered the political picture several | Redbook, and Bill Johnson, for- 
months ago when some big money merly assistant to the v.p. in 
sponsors recommended him as a charge of Look’s Chicago office, 
candidate who would be free of have been named to the Look 
organization taint. | Chicago sales staff. 


- 
® He joined Geare-Marston a lit- Alb Names Two 


; ; | . have had hi ith it? 
ing System for its fourth year early | 4&.¥, Se OSve oak somethins to do with itt 


in October, The 26-week telecast. WALK advertising typography 
will be open to four sponsors. | TAERORED SCOR © SE Seeteetnenge es 


Fort Wayne, Indiana 


MONTHLY GROCERY & DRUG 
INVENTORY ... 


Now Reports Sales by 
Dollar Volume Groups 


e Complete Inventory Presentation Will Be 
Shown to Your Organization on Request 


WRITE FOR DETAILS 


FORT WAYNE 


Che News-Sentinel © THE JoURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


Leading U.S. corporations 
report for 1954: 


Company A—25% of 
Ss ae 
" C-39% ” 
. D-50% " 


its sales now overseas 
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Sales opportunities today in markets overseas 
are almost without limat 


The 163 million people in the U. S. make up 
only 9.2% of the people in the world markets 
now open to normal U. S. trade. 


This means an almost limitless opportunity, 
among 1.6 billion people, to expand the markets 
for U.S. goods and services abroad. 


In 16 of these free countries the J. Walter 
Thompson Company has completely staffed or- 
ganizations. One of these offices first opened its 
doors in 1899. 


In each of our international offices, over 95% 
of the staff are lifelong residents of the country. 


Out of 372 people in our London office, for 
example, 370 are British subjects. Out of 260 in 
India, 255 are natives of the land. Of 176 in 
Brazil, 170 are native Latin Americans. As a 


result of this, our clients’ advertising and pro- 
motion is in the idiom of the local market. 


The reason for our continuous growth over- 
seas is that J. Walter Thompson Company gives 
the advertiser the benefit of a complete on the 
ground knowledge of all local conditions plus 
office managers who have been trained in world- 
wide marketing and advertising. 


This experience is continuously enriched by 
constant communication and frequent air travel 
to and from the home office. If you are inter- 
ested in the expanding opportunities of markets 
overseas, write to J.Walter Thompson Company, 

A-6, 420 Lexington Avenue, New York 17, N. Y. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, 
Washington, D. C., Miami, Montreal, Toronto, Mexico 
City, Buenos Aires, Montevideo, Rio de Janeiro, Sao Paulo, 
Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, 
Johannesburg, Port Elizabeth, Cape Town, Nairobi, Dur- 
ban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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‘This Week’ Names Reynolds 


This Week Magazine has opened 
an office in the Rand Tower, Min- 
neapolis, with Bradford B. Rey- 
nolds as manager. Mr. Reynolds 
has been a representative on the 
supplement’s Chicago sales staff 
for nine years. 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald -Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 90,000 
CIRCULATION DAILY 


TvB Assigns Griffin, 
Murphy for Liaison in 
Northeast, Midwest 


NEw York, May 24—The Televi- 
sion Bureau of Advertising has 
stepped up its drive for new mem- 
bers with the appointment of two 
regional committee chairmen. 

Lloyd Griffin, v.p. in charge of 
tv for Free & Peters, station repre- 
sentative, will direct the regional 
membership campaign in the 
Northeast. His territory will in- 
clude New York, Pennsylvania, 
Delaware, Maryland, New Jersey 
and New England. 

Assigned to cover the Midwest 
for TvB’s membership committee 
was John T. Murphy, v.p. in 
charge of the Crosley Broadcasting 
Corp.’s stations. His assignment in- 
cludes Ohio, Indiana, Michigan, 
Kentucky, West Virginia, Illinois, 
Wisconsin and the St. Louis and 
Minneapolis-St. Paul areas. 

“The large number of television 


stations in the Northeast and Mid- 


ia Samet a ire 2 . ~ is id ‘ =: ¥. 4, am 


west calls for closer liaison by | 


TvB’s membership committee,” 
Norman E. Cash, director of sta- 
tion relations for the bureau, said. 


Mahler, Wilson to McCann 

Paul I. Mahler and Garry Wilson 
have joined McCann-Erickson, 
Cleveland, to do promotional writ- 
ing on the Westinghouse consumer 
products account. Mr. Mahler for- 
merly was sales promotion man- 
ager of WERE, Cleveland. Mr, Wil- 
son previously worked for Fuller 
& Smith & Ross, Cleveland. 


Tinkle Joins BofA 

Marcy Tinkle, formerly with 
Edward Petry & Co., has joined 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn., 
New York, as a copywriter in the 
promotion department. 


Koret Appoints Frizze 

Joy Frizze, formerly script writ- 
er for the Jane Todd Show on 
KCBS, has joined the sales promo- 
tion department of Koret of Cali- 
fornia, San Francisco. 


“With our wide diversity of 


interests we count on 
Business Publications” 


says 
Harry A. Bullis 


Chairman of the Board, General Mills, Inc. 


“.. to help us keep closely informed on problems ranging from the 
wheat field to the consumer’s dining table or the industrial plant.” 

Without business publications, it would be a near-impossibility 
to keep closely informed on new developments in the many fields 
that affect day-to-day operations in a large, highly-diversified firm. 
That’s why Mr. Bullis, his associates and department heads through- 
out his organization “count on” the timely, factual reporting of 
business publication editors, analysts and feature writers. 


When the reader feels the editorial pages are informative and help- 
ful to him, you can be sure he’ll be impressed by your message on an 
advertising page, too. For advertising pages in business publications 
have equally specialized value. They provide a direct sales route for 


any product or service of benefit to business or professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 ritteonth street, w.w., Washington 5, D.C. + STerling 3-7535 


The national association of publishers of 173 technical, 
professional, scientific, industrial, merchandising and 
marketing magazines, having a combined circulation 
of 4,098,937 . . . audited by either the Audit Bureau of 
Circulations or Business Publications Audit of Circula- 
tion, Inc. . . . serving and promoting the Business Press 
of America . . . bringing thousands of pages of special- 
ized know-how and advertising to the men who make 


decisions in the businesses, industries, sciences and | 
professions ...pin-pointing the market of your choice. 


Write for list of NBP publications and the latest 
“Here’s How” booklet, “How Well Will We Have to 
Sell Tomorrow?”, by Ralston B. Reid, Advertising & 
Sales Promotion Manager, Apparatus Sales Division, 
General Electric Company, Schenectady, N. Y. 
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Advertising Improves 
Economic, Social 
Conditions: Gamble 


ToKyo, May 24—Discussing the 
role of advertising in economic de- 
velopment, Frederic R. Gamble, 
president of the American Assn. of 
Advertising Agencies, told the 15th 
congress of the International 
Chamber of Commerce here that 
“advertising is the counterpart in 
distribution of the machine in pro- 
duction. By the use of machines,” 
he said, “our production of goods 
and services has been multiplied. 
By the use of mass media, adver- 
tising multiplies the selling effort.” 

Mr. Gamble urged international 
business men to give greater con- 
sideration to the use of advertis- 
ing to help hasten economic devel- 
opment in countries throughout 
the world. 

“I urge you to use advertising 
with a measure of daring,” he said. 
“For I believe that the benefits, 
in terms of hastening economic de- 
velopment and benefiting the en- 
tire population, will pay national 
dividends.” 


= “Although used primarily for 
business, advertising has growing 
social significance and _ responsi- 
bilities,’ Mr. Gamble continued. 
“In the U. S., Prof, David M. Pot- 
ter of Yale recently defined ad- 
vertising as ‘the institution of 
abundance’ in our economy and 
has compared it, in its social re- 
sponsibilities, to such long-stand- 
ing institutions as the school and 
the church in its influence on 
American life.” 

While advertising is used to 
benefit the seller, Mr. Gamble 


said, this in turn benefits the en- 


tire public. 

“Advertising is in large part re- 
sponsible in the U. S.,” he said, 
“for the fact that customers have 
continued to buy, even when some 
economists and some business men 
predicted they would not. Custom- 
ers have continued to buy and 
have brought the economy to new 
highs.” 


® Another benefit of advertising, 
Mr. Gamble said, is that by selling 
new models, new designs and im- 
proved features, advertising en- 
ables older models to spread 
throughout the population and 
raises the standard of living for 
everyone. 

He said that advertising sup- 
ports mass media and helps to 
keep a nation informed and enter- 
tained and bring a national way of 
living to the entire country. 

“We are also learning, in adver- 
tising itself,” he said, “to commun- 
icate with people about ideas and 
problems m the public interest as 
well as about goods and services. 
This is a vast new realm for ad- 
vertising, being pioneered in the 
U. S. by the work of the Advertis- 
ing Council.” 


Sheraton Corp. Plans to Buy 
Three Chicago Hotels 


The Sheraton Corp. of America 
has announced it is negotiating for 
the purchase of three Chicago 
hotels—The Sherman, the Ambas- 
sador East and the Ambassador 
West. The three hotels will bring 
to 33 the number in the Sheraton 
system. Recent additions in the 
last three months include the 
Lincoln, Indianapolis; the Town 
House, Los Angeles, and the May- 
flower, Akron. Sheraton Corp. 
presently owns two hotels in Chi- 
cago—the Sheraton and the Shera- 
ton-Blackstone. 

Ernest Henderson, president of 
Sheraton Corp., said Sheraton of- 
fered to buy all the stock of the 
Hotel Sherman at $165 a share. 
Hotel Sherman owns the Sherman 
Hotel, the Ambassador West and 
75% of the stock in the Ambassa- 


dor East. 
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Feature Section 


Advertising Age 


C. M. Likes a Man-Size Dose 
Stimulant for Radio Sales 
Weiss Sees a New Marketing Shift 


Magneseum Plates Pose a Problem 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Salesense in Advertising... 


Complaint from a Professor 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

It goes without saying that no adver- 
tisement can be resultful unless it is suc- 
cessful in capturing the attention and 
interest of prospective ‘customers. Hence 
it is natural that advertisers are in a per- 
petual sweat over the 
question of whether or 
not consumers are pay- 
ing heed to their ad- 
vertisements. 

In general use are 
two areas of ideas for 
capturing the wander- 
ing eye of the reader. 

One of them is what 
Dr. Gallup has refer- 
red to as “left field 
ideas.” These are extraneous ideas that 
have no logical and sensible relationship 
to the advertised product. For example, 
the “Screeching Tern” you see in the 
Ethyl page, shown here. The notion here, 
I take it, is that premium gasoline is a 
product no motorist in his right mind 
would bother to read about. 


James D. Woolf 


® Another idea is of the kind that is 
calculated to tickle the consumer’s funny 
bone. For example, the ludicrous goon, 
who sits down to his meals in his under- 
wear, that you see in the Post Toasties 
page, herewith. The reasoning here, I 
suppose, is that funny pictures are far 
more captivating than a picture of a bowl 
of golden corn flakes, topped with red- 
ripe strawberries and cream, which, ac- 
cording to the copy, “gives out with that 
same sweet, crisp, extra-special flavor.” 
Aren’t the comics the best-read features 
of our daily newspapers? 

Still another idea is of the kind that is 
so “clever” and so different from ordinary 
run-of-mine advertising that the reader, 
bored to death with the usual stuff, will 
devour every word of what is said not 
only with delight but with gratitude. Ex- 
ample, the amazing Swans Down all-text 
page you see here. 

A fourth kind of idea is something I 
cannot find a name for. You may feast 
your eyes on it in the other Swans Down 
page reproduced here. The situation it 
portrays is, of course, ridiculous: it shows 
a gal in a frenzy of excitement over a 
new way to bake a cake she has just 
heard about. I have no doubt that this 
illustration will catch the attention of the 
reader. What I object to, as a matter of 
opinion, is that the big news of this “al- 
together new” cake mix is buried in the 
small text. It seems that “Only Instant 
Swans Down mixes mix in just one step 

. so simple you can’t go wrong ... 
Everything goes into the bowl all at once.” 
If this consumer benefit is as newsworthy 
as it appears to be, why shouldn’t it be 
portrayed dramatically in the headline 
and main illustration? 


= The second area of ideas is not of the 
Gallup left field variety. They are ideas 
that relate directly to the product and 


what it will do for the consumer. They 


are designed to appeal discriminately to _ 


prospective customers. They are concepts 
concerning a consumer benefit—made 
possible by a superior product virtue—so 


‘LEFT FIELDER‘—Ethyl’s road bird series is 

called an example of “left field ideas” 

which have no logical relationship to the 
advertised product. 


desirable to a given market of potential 
buyers that their skilful presentation re- 
sults over a period of time in a profitable 
volume of sales for the advertiser. Walter 
O’Meara, widely recognized for his crea- 
tive ability, says it this way: “To be per- 
suasive, the copy promise must be related 
to real human wants and based on a 
significant product advantage. To bear 
repetition, it must be expressed in simple, 
understandable and, perhaps most im- 
portant of all, rememberable terms.” 

Most advertisers—perhaps 95 out of a 
hundred—seek to capture the reader’s 
attention and interest, discriminately, 
with a direct, head-on appeal, pertinent 
to the product, to the reader’s self-in- 
terest. Nearly all successful advertisers, 
leaders in their field, are committed to 
this philosophy of advertising. 


® Among those advertisers who do not 
subscribe to this philosophy are a number 
of companies of great acumen and ex- 
perience. I was reminded of this today by 
a letter from a teacher of advertising in 
a large eastern university. Accompanying 
his letter were tear sheets of the four 
advertisements shown here. His letter 
reads in part as follows: 

“After 18 years as a teacher of adver- 
tising, successful ones, I think, I find 
myself without a philosophy that I can 
support convincingly in my classroom 
work, The four ads I am enclosing were 
the subject of somewhat heated discussion 
yesterday in one of my classes. They do 
not conform to my notion of what con- 
stitutes effective advertising, but 10 or 
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tures of the daily papers? It’s assumed 

that this illustration draws more attention 

than would an appetizing picture of the 
food itself. 
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FRENZY—This girl has heard about a new 

way to make a cake, but the big news 

about the “altogether new” cake mix is 
buried in small text. 


12 of my students disagreed with me em- 
phatically. 

“In general, I adhere to the line you 
preach in your AA column, and I follow 
the utterances of such able copywriters as 
Walter O’Meara, Bill Tyler, Victor 
Schwab, Mark Wisemen, Clyde Bedell, 
and other creative people of recognized 
ability. 

“But what you preach fails to impress 
some of my students. No ad that is ortho- 
dox can possibly be any good. It must 
at all costs be ‘clever.’ Several of my stu- 
dents admired the enclosed four ads as 
‘simply terrific.’ 


® “In defense of their opinions they put 
up an argument that I find difficult to 
refute. It goes something like this: ‘These 
campaigns that you condemn are spon- 
sored by intelligent companies that have 
had a long and rich experience in adver- 
tising. The ads are produced by some of 
the bigger and better agencies. Surely 
these smart people know what they are 
doing! How do you know—how does any- 
body know—that the philosophy exempli- 
fied by these four ads is a mistaken one?’ 

“Sadly, after 18 years, I have come to 
this conclusion: Advertisers and adver- 
tising ‘experts’ do not have a commonly 
accepted philosophy, or anything ap- 
proaching it. I read everything about my 
subject I can lay my hands on, and I see 
little evidence of general agreement on 
what is or is not competent advertising. 
I know of no other business or profession 
in which so much confusion prevails. I 
think there is vastly more bewilderment 
today than when I started to teach nearly 
two decades ago. Perhaps it can't be 
helped, but it’s terribly rough on a teach- 
er. It would be wonderful if you fellows 
could get together and make up your 
minds.” 
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Looking at Radio and Television... 


Guaranteed Circulation Suggested 
as Stimulant for Radio Sales 


By The Eye and Ear Man 

Is there a resurgence, or renaissance, 
in radio? NBC’S top management is about 
to focus its thinking on a new concept. 
CBS has turned to a new president. 
Several large advertisers are abandoning 
daytime tv and returning to daytime 
radio. All of these developments are 
worth exploring. 

NBC has hired top industry thinking to 

launch a weekend project designed to 
gather a large cumulative audience and 
enable an advertiser to buy a controlled 
spot at a relatively low out-of-pocket 
cost. 
The program “Monitor” remains to 
be heard, but it ambitiously sets out to 
give the casual radio listener a panorama 
of news around the world, coupled with 
entertainment. This may never come 
off as advertised but it is a refreshing 
new approach to radio. 


® The objective advertiser must divorce 
publicity blurbs and self aggrandizement 
puffery from fact. The cost of a spot on 
“Monitor” could well turn out to be $2 
a thousand. A good radio buy is closer 
to 50¢ a thousand. The main course to 
take would be a wait-and-see attitude. 
There is no need to be a pioneer in radio. 
This is a survival economy in that 
medium; better to buy on a local level 
than to join something new and it is 
safe to assume you can always buy a 
spot on “Monitor.” 

CBS continues to hold its good daytime 
programs steady and to maintain its 
nighttime schedule, albeit there are plen- 
ty of holes in the nighttime and not much 
chance of plugging them. The experi- 
ments with Amos ’n’ Andy - Bing Cros- 
by on a five-times-a-week basis have 
been fairly successful, but they are still 
overpriced by any standards of quanti- 


On the Merchandising Front... 


tative measurement and relative radio 
values. Perhaps the new CBS president 
will turn his attention to a lower cost 
of participation. 

Advertisers, disappointed at low sets- 
in-use, and high costs in daytime tv, 
are contemplating a return to radio. Tired 
of paying up to $6 a thousand homes and 
getting only a percentage of sound plus 
sight viewing from the busy housewife, 
a quiet buyers’ strike is growing against 
daytime tv. Radio still can offer $1.50 
a thousand on some good shows. This is 
a great inducement to the worried tv 
advertiser. 


® Radio, despite this renewed vigor, is 
still in a serious buyers’ market condition. 
There is a way. that advertisers can be 
lured deep into its selling technique. 
That way is the guaranteed circulation 
pegged at 50¢ a thousand homes a com- 
mercial minute, or $1 at the most. 

No one likes to begin giving this deal 
in radio, although the magazines have 
done it for years. The uncertainty of the 
measurements have always blocked this 
deal in electronic advertising but most 
industry leaders would agree on a Nielsen 
average audience rating as a base. 

Now is the time for realism. Radio 
needs a shot in the arm. How better to 
get it than the often promised guaran- 
teed circulation? What better place to 
start than on “Monitor,” with NBC as- 
suming leadership in necessity of getting 
more gross revenue. 

Advertisers, fed up with increasing 
costs in tv and facing further problems 
in higher costs per thousand as tv cir- 
culation levels off and prices still climb, 
are ripe for seduction into radio. How 
now, new radio leaders? Is it not your 
hour of opportunity? Guaranteed circula- 
tion means guaranteed satisfied customers. 


Vertical Take-Off Plane Is Coming 
Spinner of the Marketing Wheel 


By E. B. Weiss 
Merchandising Consultant 


Just as the automobile revolutionized 
marketing, and in particular the retail 
phase of distribution, so will the vertical 
take-off plane spin the marketing wheel 
once again—violently. 

I was reminded of this potentiality 
quite forcefully, and even forcibly, when 
I read recently extracts of a talk made 
by an acknowledged authority on air 
transportation trends. I refer to Harry F. 
Guggenheim, whose family has been in 
the forefront of the great air transport 
developments. Mr. Guggenheim was talk- 
ing at the annual meeting of the Founda- 
tion committee of the Daniel and Florence 
Guggenheim Aviation Safety Center at 
Cornell University. Said he: 

“A technical evolution of near-revolu- 
tionary proportions is occurring, which 
promises to alter drastically the pattern 
of human flight. With the advent of verti- 
eal risers and .other new developments, 
there is no reason why aviation should 
not soon reach the goal of making flying 
the safest form of transportation as well 
as the fastest. What is to come in the near 
future, and especially the next 10 to 30 


years, should affect profoundly the char- 
acter of man-made flight, and in conse- 
quence our national and international 
economy. 

“The transition to aircraft that can 
make a steep or vertical approach and 
take-off will create a _ revolutionary 
change in air traffic control in congested 
areas; will make obsolete our present 
concept of the need for large, expensive 
areas for landing purposes, will ease the 
problem of transportation between busi- 
ness and industrial centers, and between 
communities.” 


= Mr. Guggenheim was referring not 
only to the helicopter, but to what is now 
popularly known as the convertiplane, 
which more closely resembles an airplane 
but which can take off and land vertically. 
Bell Aircraft is one of the leaders in de- 
velopment of the convertiplane, although 
I imagine all of the major companies are 
now working on that fundamental con- 
cept, some quite feverishly. 

I have just had a conversation with a 
top-rank engineer who has been involved 
for several years in vertical take-off ex- 
perimental development and based on 
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chiefly from ads such as this one. 


price are a trifle small. 


We haven't the least idea who did this ad for the Viking Sloane Corp., but 
we love it. It says so much, it says it so clearly and it doesn’t mind saying it 
at length. This, in our opinion, is advertising at its best—giving helpful infor- 
mation and giving it in man-size doses. 

It seems strange to us that when advertising rises to such heights of clarity 
and plain-speaking it is almost always about a new product. Yet to thousands 
of people daily, products that have been on the market for as long as 50 years 
or more are new. Only to the advertiser are they old. And even to those people 
long familiar with such products, information about them and what they will 
do continues to provide the basic reasons for purchase. 

Still, advertisers go out of their way to be clever, to be different. They dwell 
on technique. And there is no doubt that technique influences attention and 
even reading on the part of the reader of the magazine or the newspaper in 
which the advertisement appears. We suspect that it even influences, to a 
degree, the eventual sale. But we believe that degree is very slight. It is in- 
fluence that has to do with remembrance of the product when it is finally 
seen. It is not influence that causes the reader to decide then and there he 
must buy the product. This kind of influence, we are quite satisfied, comes 


Only criticism we can make is that the words, “for as little as,” before the 
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this conversation, plus Mr. Guggenheim’s 
speech, plus an admittedly hasty perusal 
of a small part of the available technical 
literature on the subject, I come up with 
these projections: 

1. The helicopter and the convertiplane 
are definitely the short-haul air transport 
form of the near-term future. This applies 
both to passenger and freight traffic. 

2. The convertiplane, in particular, 
holds great promise as the air-lane dupli- 
cate of the automobile; we will almost 
certainly, within 20 years, not only have 
two cars in every garage but a converti- 
plane as well. 

3. The present suburban limits of some 
30-odd miles will be extended to from 
75 to 125 miles. The enormous marketing 
impact of this development is pretty 
obvious. 

4. Some of the burdens on our highways 
will be lessened; the race to catch up 
with ever-mounting traffic requirements 
will no longer appear so hopeless. 

5. The downtown areas, in particular, 
will find at least some of their problems of 


traffic strangulation relieved, if not elim- 
inated. Vertical descent and take-off will 
unquestionably prove a vast boon to the 
sorely-plagued central districts of our 
cities; it will catch their presently devel- 
oping renaissance in the bud and rush it 
to full bloom. 

6. The bus, as a form of short-haul 
mass transportation, will quite certainly 
be supplemented by the helicopter and 
convertiplane; it may even be supplanted 
by these new forms. Our rapid transit 


companies, which are now up in the air— 


figuratively speaking—may soon be up 
in the air in actuality. I, for one, earnestly 
believe that this is entirely probable. Just 
as rapid transit turned from the trolley 
car to the bus, so it will now leave the 
crowded highways for the (presently) 
uncrowded air lanes. 

7. Our railroads, which, through devil- 
ish ingenuity, manage always to lose 
money on passenger transportation and 
especially on commuter traffic, will now 
turn to air transport (particularly if Con- 
gress passes enabling legislation as recom- 
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fhe VIP goes right on im! 


When time is short and the pressure’s on, the attention of Advertising Management becomes harder and 
harder to corner. That’s when secretaries and receptionists begin greeting callers with: “I’m sorry, he’s in con- 
ference”; “I’m sorry, he’s out for the day”; “I’m sorry ... I’m sorry .. .” Result: salesmen cooling 


their costly heels and unread magazines piling up. 


There’s one Very Important Publication that’s consistently “going right on in” these days—and for good 
reason. Dealing as it does with every phase of Advertising Management’s problems in Promotion—Production 
—and Merchandising, Advertising Requirements is getting the glad hand and a welcome smile in more 


and more offices where advertising campaigns are being put together. 


If you have products—or a client’s products—that should be brought to Advertising Management’s attention, 


products that concern... 


Packaging Radio & TV Production Premiums 
Advertising Specialties Photography Printing 
Contest Prizes Exhibits Point-of-Purchase 


Printing Paper Direct Advertising ... or similar aids 


. . » why not send them “right on in” next time with V.I.P. Advertising Requirements? The delivery is 


fast, attention is favorable, and the buying atmosphere created is just fine. 


Advertising HRequirements 


PRODUCTION x PROMOTION x MERCHANDISING 


200 EAST ILLINOIS STREET #© CHICAGO 11, ILLINOIS 
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mended by a Presidential study commit- 
tee). The era of the vast downtown 
railroad passenger terminal is about over. 
Instead, we will have huge outlying 
terminals, with vertical-landing plane 
transportation to the central business and 
shopping area. 

8. An interesting sidelight: I have 
heard rumblings about the coming day of 
“national” newspapers, Actually, this 
development has been taking place grad- 
ually for some little time. Several metro- 
politan papers are the next thing to 
national on Sunday right now and several! 
others cover a sizable slice of the coun- 
try’s populated areas on weekdays. In any 
event, the farther out population spreads 
(and that, of course, is the great trend 
fostered by the auto), the more likely is 
the potentiality for “national” or at least 
“semi-national” newspapers. 


Tips for the Production Man... 


9. The present infant trend toward 
“metropolitan” cities—that is, cities which 
absorb numerous outlying areas—will 
grow to adulthood. Transportation and 
communications are welding together the 
original city and its suburban and even 
regional satellites. There are solid socio- 
economic reasons for completing that 
welding process, and this is a subject of 
very serious discussion in a number of 
our cities at this very moment. The verti- 
cal take-off plane will accelerate this 
profoundly important marketing develop- 
ment. 

Perhaps it is time I took off my pro- 
phetic robes—there are too many in use 
today, anyhow! But at least these prophe- 
cies of mine do not involve projections of 
production and sales for 1965 and 1975; 
statistics that I am beginning to find as 
boring as I am sure they are unreliable. 


Magnesium Plates Pose a Problem 


By Kenneth B. Butler 
(Mr. Butler is head of the Way- 
side Press and of Kenneth B. But- 
ler & Associates, Mendota, III.) 

New developments come along seldom 
enough, and as a result, those of us who 
deal with the graphic arts (and that in- 
cludes all of us in advertising production) 
have been watching with interest the de- 
velopments in the new magnesium print- 
ing plates. 

Basic advantages of magnesium plates, 
still in the development stage, are the 
inherent hardness and strength of the 
metal, and its fast-etching qualities. Ul- 
timately fast etching should lower plate- 
making costs and speed up delivery. The 
hardness of the metal makes it ideal for 
multiple mat-rolling and for direct 
printing. 

But a nasty little serpent has entered 
this Garden of Eden in the form of flat 
rejection of magnesium plates by some 
publishers of magazines who mold curved 
printing plates from engravings furnished 
by advertisers. 


® Outdoor Life and Popular Science 
Monthly, just to name names, have sent 
out the following notice to production 
managers of advertising: 

“Recently we have been receiving mag- 
nesium engravings in our printing plant 
in Dayton. These engravings do not give 
good reproduction on our high speed 
presses. This is creating severe difficulties 
in our operation, as it is often impossible 
to separate mat from plate after molding 
and text type is distorted and half-tone 
dots pulled loose. There are physical 
hazards involved in using magnesium 
plates. Please be advised we cannot use 
magnesium plates. For best reproduction 
please furnish original half-tones and 
zinc line cuts.” 


MOLOING 


MAGNESIUM 


a 


An investigation into this problem re- 
veals that, in this present developmental 
stage in working with magnesium, there 
are problems indeed that need to be over- 
come and doubtless will be overcome. One 
of these is the tendency of the etching 
chemicals used in magnesium engraving 
to etch underneath the printing surface, 
unless the job is done with extreme care 
based on experience. This undercutting 
apparently does not impair the printing 
strength of the metal. But it does lock 
in the mat when ‘rolled under pressure, 
tearing or distorting the image when the 
mold is removed from the original after 
pressing. 


® In ordinary zinc and copper work, en- 
gravers work with a series of “bites” of 
their etching chemicals. Operations be- 
tween bites tend to build up a constantly 
widening shoulder on lines or dots which 
makes mat-rolling and removal simple. 
The economy in magnesium plate engrav- 
ing is based largely on elimination of 
successive bites and the handwork in- 
volved therein. 

Magnesium plates doubtless may be 
etched with successive bites, but this 
destroys the economy of the method. 

When printing is done direct from the 
magnesium plates, there is no problem 
of molding. This arises in pressing mats 
for electrotyping or making of curved 
plates for rotary printing. 

I am sure that the industry is working 
on these handicaps in an attempt to iron 
out difficulties and still make advances 
in lowering the cost of engravings. Until 
these technical cures are effected, the 
production man will do well to keep in 
close touch with both publishers and en- 
gravers to make sure that plates sub- 
mitted to publishers will mold without 
damage to the quality of reproduction. 


MATERIAL 


ZINC OR COPPER 


BASIS OF THE PROBLEM—Fast-etching magnesium has the tendency to etch underneath 

printing surface, locking-in the mold and affecting quality of reproduction because of 

difficulty of removing the mold. Successive-bite process of conventional plate etching 
builds a shoulder which presents no such problem, 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

Have you ever had a friend call you 
up—someone you had had not seen or 
heard from for a very long time? And 
listened to a lot of malarky about how 
he missed seeing you and thought about 
you a lot, and frequently, ete. ad nau- 
seam? And then, when you began to 
wonder how quickly the trap would be 
sprung, had him say with black in- 
nocence: “Oh by the way, it just occurs 
to me...” and then have him launch 
into an embroidered request for a $64 
favor? 

All advertising that has something 
to sell, and arrives there only after 
wangling attention by a circuitous and 
oblique approach, is apt to strike the 
reader the same way, I believe. 

Straight institutional advertising is 
something else again. A business may 
be running hard-hitting merchandise- 
selling advertising and plenty of it. If 
in addition to that it rums reader ads 
that are extraneous, or circuitous, or 
inductive approaches to making a “good 
will” point, it seems to me more valid. 
It’s frankly a reader item to read if you 
enjoy reading it, and that’s the end of 
it. You read because you were interest- 
ed and as long as you were interested. 
It isn’t an effort to induce a buying 
action. 

If a man approaches the door of my 
home and gets admission by telling my 
wife in some persuasive way that he 
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Looking at the Retail Ads 


fortunately, the advent of the sys’ 
reduced our opportunities to hear the “voice with 


Be that as it may, we had occasion to call onr 
a suburban phone the other day. The 
mechanical age has not yet advanced as far as 
this northern outpost of New York City, sa we 
found ourselves saying “MElrose 5-5300” in an- 
ewer to an operator's query. Well sir, or ma'am, 
our amazement when the opernor sang 
5-5300 back to us! 


Only once before have we been able to crack the 
cool efficiency of the teleph pany’s fem 
inine operatives. It was during World Series time 
when an operator heard the voice of an an- 
nouncer scream over our TV sect at some antic of 
Willie Mays. She lowered her voice and said: 
“Pest... what's the score?” Love those gals. Sachs 
Quality Stores, 6 great stores in greater New York 
(including our newest in Newark), open every. 
evening, MElrose 5-5300, (The number to phone 
for reupholstery, custom-made slipcovers, trade- 
in appraisals, T.V. and washer repair services, 
furniture cleaning and rewebbing.) 


PETTITTE 


would like to sell her a vacuum cleaner, 
how can I resent it? But if he gains 
admission by posing as a meter reader, 
or a public officer, or an inspector for 
bubonic plague, and then whips out a 
vacuum cleaner sales talk, I am against 
him—and his ilk. 

It seems equally bad taste to me to 
pretend you are offering the public an 
essay on music, and wind up admitting 
what you really bought the space to 
talk about is re-upholstery. 


Employe Communications... 


Tell Employes the Results of Polls 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


An interrogator for a survey organiza- 
tion one day last month found the going 
unaccountably rough. In his quest for 
employe opinion in an industrial plant, 
he discovered that employe after employe 
failed to give. His entries under the head- 
ing of “No opinion” began to reach alarm- 
ing lengths before he decided that the 
union leadership had tossed a wet blanket 
over the survey project. 

Actually the union had done nothing of 
the sort. As the surveyor discovered later 
in the day, the people were simply miffed 
by two facts: First, the management had 
developed a mania for surveys and the 
employes were sick of them, and second, 
the results of surveys had never been 
announced. Some executive tucked them 
away in a top security file, and that was 
the end of it. 

If an employe is to be asked questions 
in a survey, let him know the answers. 
His cooperation is enlisted; let the com- 
pany show its appreciation by the small 
gesture of letting him know the survey 
results. If the results are so bad that pub- 
lication of them will embarrass the com- 
pany, then policy needs some overhauling 
and it might be well for the company to 
announce publicly just what overhauling 
is intended. Standard Oil Co. of California 
conducts a periodic check-up on its own 
public relations, and although employes 
as a group are not involved in the pool- 
ing, the company wisely elects to produce 
the findings after the surveys are over. 

No one needs to tell an oil company 
employe that public regard for his in- 
dustry has not always been high. He is 
frequently accused of traveling with the 
Titans, as an oil company employe, and 


this is not stimulating to pride. The oil 
industry, however, long since measured 
the high wall of public disfavor and de- 
cided to climb it. Standard of California 
is one of these public-spirited concerns. 

The findings recently disclosed to 
Standard employes give Standard em- 
ployes an idea of where they stand in 
public regard, and the batting average 
is compared with the last poll. An outside 
polling group conducted both surveys. 

Standard employes appreciate getting 
the bad with the good, and are pleased 
that most of it is good. The public atti- 
tude toward regulation of the industry 
now seems fairly well established, since 
there has been no marked change in the 
past year—the “less” and “more” ad- 
herents register the same percentages, 
but the majority of those polled think 
it’s all right as it is. In 1948, for every 
two people who thought the company was 
not too big and powerful, three thought 
it was. In the latest poll, this was re- 
versed. 

The public attitude, according to the 
poll, shows that suspicion of collusion in 
price-setting is still strong, but that it is 
slowly weakening. The public thinks that 
Standard serves its public well, and half 
of the respondents concede heavy compe- 
tition. By now, the poll indicates, the 
public is aware that companies like 
Standard have thousands of stockholders. 
Some further work is needed in the area 
of profits, since one-third thinks the com- 
pany makes too much, and nearly one- 
third doesn’t know. And it is apparent 
that the public looks more tolerantly 
on the company’s size, feeling that it is 
the right size now to serve the public best. 

Those are samples of the bouquets and 
brickbats. The survey is no whitewash, 
but the company may be scored 100% 
for its willingness to tell survey facts to 
its own people. 
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Dan River Boosts Rowlenson . 


A. J. Rowlenson has been named 
merchandise manager of the dress 
goods department of Dan River 
Mills, New York. He was formerly 
regional sales manager of the de- 
partment in the New York terri- 
tory. 


Lott Names Don Brown 


Lott Advertising, Santa Monica, 
has named Don Brown account 
executive and general manager. 
Mr. Brown was formerly in radio 
and tv as actor, writer and pro- 
ducer. | 

| 


TELEVISION 
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CLEAR-CHANNEL PUBLICATION ROUTE TO LATIN 
AMERICA’S RADIO, VIDEO, APPLIANCE BUYERS 
Edited in Spanish by native Latin Americans, 
it's the only publication delivering this 
market single-handed. Monthly circulation goes 
to the 10,000 dealers, importers, distributors, and 
assembly plants you need to reach—picked for their 
influence over all outlets. 


TELEVISION 

RADIO y ARTICULOS ELECTRICOS CATALOG FILE 

1 New and important! Goes to the 10,000 key Latin Amer- 
ican buyers who subscribe to RADIO y ARTICULOS 
ELECTRICOS. Plan now for a place in the 1956 edition. 


McCann Joins ‘ART’ Write for full details and low rates! 


Michael T. McCann, formerly THE CANTERBURY PRESS 2001 Calumet, Chicago 16, IN. 


with The Office, has joined ART a maher Down Beot—Country and Western Jomboree—Record Whirl—Up 
In Advertising, New York, as | e) oe Beot— Music—Beverages—Radio y Articulos Electricos—Bebidos— 
MILK MONTH—Plans for June Dairy Month get once-over from Lester .| advertising manager. atION Lo Formocic Modernc—lo Tiendo—Elaboraciones y Envases— 
J. Will (right), general manager, | publishing since 1934 Rodio y Articulos Electricos Catalog File—Bebidos Annual Directory 


American Dairy Assn., Chicago, | 
and Dent Hassinger, western’ 
manager of the Bureau of Adver- 
tising. ADA will use 600- and 
1,000-line ads in 81 newspapers 
in 43 states, a color page in Life 
(June 13) and commercials os! 
Disneyland and the Bob Crosby 
tv show. Campbell-Mithun is the 
agency. 


Six Radio Set Makers, 
70 Stations Join in 
RAB-Backed Drive 


New YorK, May 24—An all out 
effort to double radio set sales will 
be launched tomorrow with a ser- 
ies of test campaigns being spon- 
sored by six radio set makers, 
more than 70 radio stations and 
the Radio Advertising Bureau. 

The set makers are General 
Electric, Motorola, Philco, RCA! 
Victor, Stromberg-Carlson and 
Zenith. Nearly every radio station 
in ten metropolitan areas—Dallas, 
Denver, Kansas City, Nashville, 
Omaha, Pittsburgh, Portland, Ore., 
Providence, Seattle and Washing- 
ton—also will be involved initially. 

The campaign, starting May 25 
and running through June 21, will 
involve stations in the above cities. 
Four more campaigns, using other 
cities, are planned throughout the | 
year. Twenty-five cities will par- 
ticipate eventually. 


= Aims of the five campaigns will 
be to sell (1) portable radios; (2) 
radio as a gift; (3) radio for the | 
bedroom; (4) radio for the kitchen, 
and (5) a trade-in-your-set pro- 
motion. 

Stations will run general an- 
nouncements about radio sets dur-_ 
ing these drives, while the manu-| 
facturers will simultaneously run 
announcements for their brands. 
Cooperative dealer-distributor 
copy will run at the local level al- 
so. 
The stations’ general announce- 
ments will consist of six tran- 
scribed musical jingles plus live 
announcements throughout’ the 
day. The jingles were produced by 
WSM, Nashville, under the direc- 
tion of Norman Nelson, RAB direc- | 
tor of national promotion. 

Approximately $100,000 will be 
spent in the five test campaigns, 
with an equal amount expected to 
be spent through dealers in the 
25 cities. 

Aim of the drive is to sell 130,- | 
000,000 sets in the next few years, 
according to RAB. 


‘Sports Cars’ Readied 

Sports Cars Illustrated, a 35¢ 
consumer monthly, will be pub- 
lished beginning June 15 by Motor 
Publications, Washington. B&w 
advertising is not being accepted. 
Two-color pages cost $360 and 
four-color pages $610. The maga- 
zine is guaranteeing 100,000 circu- 
lation and advertising space is 
sold out for the first three issues, 
according to Henry Scharf, pub- 


? 


Your help can mean the difference between 
the “Yes” or the “No” that answers this 
child’s frightened question. For the girl’s 
father has Cancer. 

Cancer plays no favorites. It strikes 
young as well as old, rich and poor, strong 
and weak. It lays its black finger on 1 out 
of every 4 Americans. But this terrible 
scourge can be conquered. 

It will be conquered. /f you help. 

The American Cancer Society—through 
a legion of doctors, technicians, scientists, 
volunteers— wages endless war on our most 
dreaded disease. And every year some 
75,000 men, women and children win their 
own personal victory in the fight back to 
health. 

But too many are lost. Too many seek 
care too late. To fight this healing war 
takes money — money for education, re- 
search, drugs, equipment. 

Will you help conquer Cancer? By a 
check —to help others. By an annual 
checkup—to help yourself. What you give 
today may mean the difference between 
“Yes” and “No” for yourself—or someone 
dear to you—in the days to come. 


American 
Cancer Society 


GENTLEMEN: 
® 1 want to help conquer Cancer. 
C) Please send me free information about Cancer. 
C) Enclosed is my contribution of $s 
Cancer Crusade. — 


Name___ 


Address. 


OES — 


(MAIL TO: CANCER, c/o your town’s Postmaster) 
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Coffee's Future Could Be Brightened with 
More Advertising, McKiernan Tells Roasters 


PEBBLE BEAcH, CAL., May 24— 
More advertising, merchandising 
and hard selling will help the cof- 
fee industry sell 2,900,000 addi- 
tional bags, or a total of 20,700,000 
bags of coffee in 1955. 

This was the message John F. 
McKiernan, president of the Na- 
tional Coffee Assn., stressed be- 
fore the convention of the Pacific 
Coast Coffee Assn. here last week. 

Mr. McKiernan brought out sev- 
eral other interesting facts about 
selling coffee as well, and outlined 
the activities of the association in 
the months to come. 

He underscored the fact that 
coffee, one of the most popular 
beverages, is out-promoted by 
competing beverages. 


® Coffee, he said, is one of the 
biggest money makers in the gro- 
cery business. He quoted a survey 
which indicated that coffee, which 


But You Cam 
Buy Loyalty! 


by 
John Pepper 
and “~~ 4 


Bert Ferguson ‘ 


How many times have you heard 
some executive say, “I can’t buy 
loyalty!” Well, here’s proof that you 
can do just that. You can buy—at a 
reasonable price—the most concen- 
trated, intense aey that ever ran 
up a sales record. 

NEW SOCIAL FORCE 

We say “concentrated,” because we 
have a Negro market greater than that 
of New York, Philadelphia or Detroit. 
It had never been reached directly 
until our radio station WDIA in Mem- 
phis became the first program ez- 
clusively for Negro listeners. There 


are 1,230,724 of them in our area— 


nearly 1/10th of the entire Negro 
population in the United States! We 
call it “the Golden Market.” 


STRONG GROUP FEELING 

We say “intense,” because WDIA 
uses Negro talent and music only— 
Negro disc jockeys, announcers and 
home economists. That’s how WDIA 
talks to its audience in accents that 
are familiar and welcome. No wonder 
these folks think of WDIA as the only 
station! No wonder they’ve put it— 
and kept it—at the top of both Hooper 
and Pulse ratings! 

AMAZING RESULTS 

We're mighty proud of that loyalty. 
We’re proud that it has helped WDIA 
jump from 250 to 50,000 watts—be- 
come the only 50,000-watt station in 
Memphis! And we’re also proud of the 
tremendous results this powerful com- 
bination has had for WDIA advertis- 
ers. Here are just a few with success 
stories: 

Swansdown Cake Mixes, Pal Blades, 

Colgate Dental Cream, Super Suds, 

Kool Cigarettes, Carnation Milk, 

Crisco, Fitch Shampoo, Sinclair 

Gasoline. 


Give us a chance to show how hand- 
somely WDIA can produce for you, 
too. Drep us a note about the par- 
ticular product you're interested in. 
Put this matchless loyalty to work on 
your sales problem in the South! And 
get your share of earnings that amount 
to over a quarter billion dollars. 


WDIA is represented nationally by 
the John E. Pearson Company. 


Commercial Manager 


occupies only 34% of beverage 
shelf space, produces 56% of the 
profits and 77% of the total bev- 
erage sales. 

Another survey, just released by 
‘the Coffee Brewing Institute, 
showed that coffee is first among 
food items influencing people to 
choose one eating place over an- 
other. It was third among all con- 
siderations which made people re- 
turn to an eating place; the first 
two items were cleanliness and 
service. 

Coffee, Mr. McKiernan said, is 
not being effectively advertised to 
the 17-21 year age group. This 
represents a 13,000,000 person 
market, he said. 


| 


® Mr. McKiernan outlined the fol- 
lowing public relations activities 
of his association in the months to 
come: 

1. It will give away 5,000 cups of 
coffee at the four-day convention 
of the General Federation of 
Women’s Clubs, which started May 
23. In addition, specially prepared 
booklets will be given to delegates 
to take back to their clubs. These 
booklets will tell about the making 
and brewing of coffee. This is 
similar to the project put on in co- 
operation with McCall’s last year. 

2. It will tie in with two men’s 
wear makers, with colors of fall 
clothes named for various types of 
coffee. “Displays will be built 
around coffee motifs, and we are 
hoping that free coffee will be 
served at points of purchase.” 

Public relations releases to mag- 
azines, newspapers and radio sta- 
tions have netted the association 
space and time equivalent to over 
$50,000 since last September, he 
told the conventioneers. 

Mr. McKiernan also mentioned 
the Pan-American Coffee Bureau’s 
safety campaign, which emphasizes 
stopping for a coffee break and 
which has been so successful. 

Because the bureau is spending 
a large amount of money on the 
summer safe-driving campaign, he 
said, it will not promote iced-cof- 
fee this year. Mr. McKiernan’s 
group is prepared to provide back- 
bar strips pushing iced coffee, he 
said. 


Maybelline Goes into Specs 


Maybelline Co., Chicago, has 
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AUTOMOTIVE | 
SUPERMARKET 
Boum @& Liberty 
SAVINGS 
SUPEN SELECTION 


AUTO SUPER—These two “carry-out” boys pushed grocery carts 

through the streets of Pittsburgh to promote Don Allen’s unusual 

used car “supermarket,” in which cars are grouped into price-class 

“shelves” for “self service” shoppers. Ads in the Pittsburgh papers 

likewise called attention to the supermarket theme, which is car- 

ried over into the dealer’s new car showrooms, where Chevrolet 
models are also grouped a la foodstuffs. 


purchased announcements on NBC 
-TV’s entire series of 13 Sunday 
evening spectaculars starting next 
fall—becoming the first year- 
round participant in the network’s 
new “color spread” participation 
plan. A heavy user of spot tv, the 
company has not previously been 
a network tv sponsor, except for 
special events. Gordon Best Co., 
Chicago, is the agency. 


African Monthly to Powers 


Joshua B. Powers Inc., New 
York, has been appointed Ameri- 
can advertising representative of 
The New Nation, a new monthly 
magazine to be published in the 
Gold Coast by the Africa Literary 
Campaign, a Christian specialist 
organization. 
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for—look to FLORIDA. 


Horuda.. 


If it’s a booming agricultural territory you're looking 


Look to Florida’s citrus, truck, and cattle industries 


| needs for 47 years. 


NATIONAL ADVERTISING REPRESENTATIVES: PECK & BILLINGSLEA .- 
BILLINGSLEA & FICKE - NEW YORK - McDONALD - THOMPSON - SAN FRANCISCO 


and you find a trio of the fastest moving operations 
in American farming—grossing more than half a 
BILLION DOLLARS annually. 


And if you have a message to send to these people, send 
it through FLORIDA GROWER AND RANCHER—the 
magazine they have accepted for their specialized 


BOOMING WITH FLORIDA 
1955 over 1954 
Advertising up 27% 
Total Pages up 21% 
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Nesco Appoints Two 
Nesco, Milwaukee, maker of 


electrical appliances, housewares 


and galvanized ware, has promot- 
ed T. E. Williams to sales promo- 
tion manager. Mr. Williams has 
been with the company a year and 
a half. Nesco also has named Mel 
Thomas, formerly research direc- 
tor and assistant ad and sales pro- 
motion director of National Ad- 
vertising Co., assistant advertising 
manager. 


Penton Promotes Kiefer 


David C. Kiefer has been named 
marketing director of Penton Pub- 
lishing Co., Cleveland. With Pen- 
ton since 1933, Mr. Kiefer former- 
ly was central western manager 
of Steel. As marketing director he 
will coordinate research and mar- 
keting programs for the company 
and its five publications: Steel, 
Foundry, Machine Design, New 
Equipment Digest and Automation. 


Simpson, Whaley Consolidate 


Gordon Simpson, publishers’ 
representative, has closed his Los 
Angeles office and consolidated 
with Bob Whaley, publishers’ rep- 
resentative, to form Whaley Simp- 
son Co. Mr. Simpson will manage 
a new San Francisco office at 55 
New Montgomery St. and Mr. 
Whaley will continue to maintain 
an office at 6513 Hollywood Blvd., 


Los Angeles. 


as BMT a eS 


APB BOTs. Se EDU SP DS ia gt BBS 0 + Vth SE 


Advertising Age, May 30, 1955 


Burnett Signs TV 
Film Handling and 


Inspection Service 


New York, May 24—Leo Bur- 
nett Co. and Modern Talking Pic- 
ture Service’s tv division last week 
were busy setting up a new serv- 
ice which they hope will simplify 
the problem of the tv film han- 
dling Toutine for advertisers and 
agencies. 

Under the system being worked 
out Modern will take over the 
ordering, inspection, coding, splic- 
ing and shipping of filmed com- 
mercials for Burnett clients. The 
service was worked out by David 
W. Dole, business manager of the 
broadcasting department of Bur- 
nett, and J. R. Ritenour, Modern 
V.p. 

Mr. Dole thinks this standardi- 
zation of ordering, shipping and 
inspection functions with one com- 
pany will help reduce print costs 
now and hold down the agency 
overhead later. The move will not 
replace any of the film traffic per- 
sonnel. 

The standard inspection pro- 
cedure will call for the projected 
inspection of the first print, video 
and audio, as compared with an 
approved print and script, and eye 
and hand inspection of the rest of 
the roll. In the past, except when 
special problems arose, inspection 
was generally done by film pro- 
ducers, Mr. Dole said, but the rou- 
tine and costs were not standard- 
ized. 


Mal Bratton Joins Harker 


Mal Bratton has joined Ralph 
W. Harker Associates, representa- 
tive for Parents’ Magazine, Pro- 
gressive Grocer and other publica- 
tions. He was formerly national 
advertising manager of the Los 
Angeles Daily News, and, more re- 
cently, ad manager of the Los 
Angeles County Advertising Agen- 
cy Register. 


“YONNE SAYS:— BAYONNE is 
A BEEHIVE OF 
INDUSTRY 


2m . 


BEST FOODS 

__ESSO STANDARD 4 

«GENERAL CABLE, 

._ BAYONNE NAVAL BASE 

INTERNATIONAL NICKEL r 

_ MAIDENFORM BRASSIERE 
ENGLANDER CO., INC S 


Over 90 diversified industries are located 
in Bayonne, a thriving community of 
79,600 citizens. It is the home of many, 
many famous products from Bathtubs to 
Brassieres or Doll-parts to Dry-docks. Per 
family effective buying income in Bay- 
onne is 21% more than the national aver- 
age with Retail Food Sales 28% higher 
than the average. 


THE PENINSULA OF INDUSTRY 


| THE BAYONNE TIMES 


BAYONNE, NEW JERSEY 


jaa BOGNER & MARTIN 


| Represented by 


If you are looking to buy a 
that 


look in Advertising’s Market 


the classified section in Advertising 
e. Jobs and the people to fill them 
advertise every week where they 


suit, you look in a store that features 

kind of merchandise; similarly, 
if you’re looking for an employee— 
or a job—in the advertising field, 


man’s 


Place, 


can reach professional advertising people. Take a look at the 
Market Place appearing in this issue. 


Advettising Age . 
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Advertising Age, May 30, 1955 


| Solicited as to the role of television 
in our society—and then let these 
questions be turned over to an ex- 
perienced professional group for a 
field study to collect the answers 
the public gives back,” Mr. Stanton 


ABP Resolution 
Is ‘Soft’ Reply to |. 


‘Don’t Be Ashamed of 
I'V Ads,’ Kintner Says 


(Continued from Page 1) 
television and indirectly will 
weaken advertising as an import- 
ant part of our economic system. 

On the second most debated 
issue at this gathering of nearly 
2,000 radio and tv men—what to 
do about those “crazy mixed up 
v-h.f. and u.h.f. channels”—Mr. 
Kintner declared that the present 
allocations as set up by the FCC do 
not solve the problem of covering 
the country adequately. 

As a means of helping to correct 
the situation he suggested de-in- 
termixture for some markets and 
“drop-ins”—allocation to commu- 
nities of stations whose coverage 
area could deliver an outside signal 
to present monopoly markets. 


® Subscription television’s princi- 
pal vocal support came from a 
small group of broadcasters, who 
tried without success to introduce 
a resolution calling for a consider- 
ation of the issue by the member- 
ship of the association. 

This move to repudiate the 
NARTB board’s action in opposing 
pay-as-you-see tv on existing 
channels was led by Gene O’Fal- 
lon, owner-operator of KFEL-TV, 
Denver’s oldest tv station. Mr. O’- 
Fallon told a press conference that 
he is losing heavily on his v.h.f. 
station—having lost out in the net- 
work affiliation scramble—and 
now has only DuMont, which isn’t 
providing him with any sponsored 
shows. 


® Endorsed by a handful of radio, 
u.h.f. and v.h.f. operators, this res- 
olution says that the “future 
growth and success of television 
broadcasting in hundreds of medi- 
um and small communities in the 
U. S. is predicated on a re-evalua- 
tion of economic factors... 

“We owe a duty to the people 
and business men in these smaller 
communities to furnish them with 
an economic means of communica- 
ting with the public by television 
and we believe that the author- 


see tv was spelled out by President 


Harold E. Fellows in his address | 
before the convention. He referred | 
“drawn by| 


to two conclusions, 
trade papers and by the general 
press”: 

1. “That your convention com- 
mittee deliberately is avoiding any 
discussion of the various proposals 
of the pay-as-you-see television 
proponents.” 

2. “That the broadcasters’ asso- 
ciation has taken an official posi- 
tion opposing toll tv.” 

Mr. Fellows did not deny the 
first “conclusion,” but he offered 
an explanation: The matter is now 
before the FCC, and “there are 
times when it is not prudent, or for 
that matter fair, to try the issues 
in public before they have been 
considered by the established fed- 
eral authority.” 

Mr. Fellows denied the second 
conclusion, however. The NARTB 
has not said it is against subscrip- 
tion television, he declared. In- 
stead, it is against “any form of 
subscription television which, 
through the use of channels allo- 
cated for free television, will jeop- 
ardize the right of the public to re- 
ceive a full, free service.” 


® Perhaps in response to FCC 
Chairman George McConnaughey’s 
warning of the seriousness of the 
pay tv clamor, Mr. Fellows tacked 
on a personal apology: “If in re- 
spect to this most controversial and 
interesting subject I have said 
anything that would indicate a 
disposition on the part of the asso- 
ciation to stand in the way of the 
general public’s ultimate demand, 
permit me to retract it now. Such 
has not been my intention.” 
Zenith Radio Corp., which had 
been expected to rock the conven- 
tion with an on-the-air demonstra- 
tion of Phonevision, did nothing 
of the sort. Zenith had planned to 
put its “scramble-pattern” on Sta- 
tion WMAL-TV in the morning, 
when the station is normally off 


said. 


time in the future.” 


A GUY, A GAL AND AA—The first 
copy of Advertising Age distrib- 
uted at the convention by Carol 
Jean Beall went to NARTB Presi- 
dent Harold Fellows. 


gram cost control both. 


® “The regular shows will appear vised. 


three out of four weeks on a reg- 
ular basis, and in each time period 
once a month there will be special 
programming. Some of this will 
be all-night programming of the 
kind we publicized five and more 
years ago. . . 

“In our future tv week, we 
might have six or seven hours of 
special programming. First a three 
hour, all-evening entertainment 
spectacular, then a one-hour tele- 
mentary. 

“Another special program might 
be a cultural hour—the opera, bal- 
let, or even an esoteric experiment 
—and why do we think we can 
suddenly wipe out an evening of 
quizzes and story telling and situa- 
tion comedies and put on a sym- 
phony orchestra and the Sadler’s 
Wells ballet and an unforgettable 
evening of music for the legiti- 
mately inclined music lovers? 

“One, we're already going to 
next season. But later it will be 
easy, because the advertiser who 
buys into a certain blue-chip as- 
sociation pattern of advertisements 
will get his ads on this show along 
with other features during the 
year, and will have agreed ito it 
before we schedule it. But in a 
pattern that makes sense for him 
and for the great audience as well. 


the code. 


Basic Study Will 
Precede Congress’ 
Probe: Magnuson 


(Continued from Page 1) 


enterprise.” 


ETHRIDGE ENDORSES 
‘REAPPRAISAL’ AGONY 


(WHAS and WHAS-TV). 


'|@ Dr. Allen B. DuMont, head of 
| the network which bears his name, 
predicted that a “worldwide tele- 
» | vision network is a certainty some 


Two station men spoke during 
this final morning session. Harold 
Hough, WBAP-TV, Fort Worth, 
said tv already has a multiplicity 
of station problems in some areas, 
while in others there is inadequate 
coverage. He sees color tv as the 
future of tv in secondary markets. 

“Forget about the outlay for col- 
or television—it can be installed 
cheaper than you think,” he ad- 


John E. Fetzer, WKZO-TV, Kal- 
amazoo, Mich., retiring chairman 
of the NARTB code review board, 
expressed disappointment over the 
fact that there are still 166 video 
stations that do not subscribe to 


he added: “I want the radio-tv in- 
dustry to stay under the tent of free 


WASHINGTON, May 26—The plans 
of Congress and the Federal Com- 
munications Commission for inves- 
tigating the broadcasting industry 
were endorsed by the convention’s 
keynote speaker, Mark Ethridge, 
publisher of the Louisville Courier- 
Journal and the Louisville Times 


“Complete television coverage 
of the country, whether by u.h.f. or 
v.h.f. or both, complete exploration 
of the possibilities of subscription 


Government Suit 


(Continued from Page 1) 
conducted completely in the open, 
and have never previously been 
questioned by the government. 


# “Our role in the advertising 
business, extending back to 1906, 
is well known. During the inter- 
vening years advertising has grown 
enormously in size and in its con- 
tribution to the social and economic 
life of our country. We are proud 
indeed to have been among the 
forces which have brought it to a 
level of accomplishment that has 
earned the plaudits of Presidents 
of the U. S. and innumerable other 
public officials. It seems to us 
quite paradoxical that the funda- 
mental systems and procedures 
under which the advertising busi- 
ness has attained this growth and 
achievement should now be ques- 
tioned by the Department of Jus- 
tice. 


s “The Associated Business Publi- 
cations is eager at all times to con- 
duct its affairs on a proper legal 
basis. We realize that the federal 
anti-trust laws are so complex 
that honest differences of opinion 
can and do arise as to what right- 
ly may or may not be done within 
their purview. Since our first 
knowledge that an investigation 
was contemplated, ABP has been 
and still is ready to meet in good 
faith and open-mindedly with the 
Department of Justice, with a view 
to exploring all avenues which 
may possibly lead to a mutually 
satisfactory disposition of the suit. 

“We believe that much waste of 
exhaustive time, effort and ex- 
pense can be avoided by a willing- 
ness on both sides to deal with 
each other on this basis. 

“The board of directors of the 
association is instructed by the 
membership to take such steps as 
it may deem necessary or desirable 


television and the relationship be- 


to proceed in this matter in order 
to properly defend this suit, and is 
given full authority to confer with 
the Department of Justice at any 
time with a view to exploring all 
avenues which may possibly lead 
to a mutually satisfactory disposi- 
tion of the suit.” 


tween the networks and their af- 
filiates are certainly matters of 
legitimate concern to Congress and 
to the commission,” Mr. Ethridge 
said. 


the air. But technical problems got 
the better of its engineers. 

Instead, conventioneers were 
able to see Phonevision only in the 
Zenith headquarters, where the 
company generated its own signal, 
scrambling and unscrambling old 
films. Even at that, there was a 
heavy flow of inquisitive broad- 
casters into the Zenith chambers, 
especially after the chairman of 
the FCC suggested that they go up 
and take a look. 


® “If the plans I made in ’49 and 
50 had been carried out, we would 
have a much better, finer, more 
prosperous television service to the 
people than we have today. They 
were not carried out because es- 
sentially the networks did not have 
the power to carry them out. What 
this country needs is a great, pros- 
perous television service that meets 
its obligations and duties, not a 
fragmentized service that solves 
the problems of some elements on 


ization of a proper system of pay- 
as-you-see television will furnish 
the desired economic support for 
such television facilities which, it 
is now clear, the present system 


does not furnish.” @ “My own feeling is that the ad- 


vent of television—with the change 
it has made in the technical struc- 
ture of broadcasting and in the eco- 
nomic relationships between ele- 
ments of the industry—has shar- 
pened the necessity for ‘agonizing 


= A request by Dave Baylor of 
KCSJ-TV, Pueblo, Colo., that the 
resolution be presented before the 
convention was rejected because 
he failed to present it in time to 


® Donald McAllister, Geyer Pub- 
lications, was elected chairman of 
the board to succeed Karl M. 
Mann, Case-Shepperd-Mann Pub- 


meet the resolution committee’s 
deadline. 

Another nudge for subscription 
television came from the u.h-f. co- 
ordinating committee, which need- 
ed two sessions at a remote secret 
site to get its views into publish- 
able form. 

While many of these telecasters 
reportedly were strongly in favor 
of fee tv, they came up with a 
lukewarm endorsement because, 
it was said, many of them have 
radio outlets that are affiliated 

The committee said it was nei- 
ther for nor against pay-as-you- 
see tv, but thinks that it “should 
be fully considered by the FCC to 
test its capacity to provide addi- 
tional program service for the pub- 
lic and revenues for stations in a 
practical manner.” 

Edgar Kobak, president of Ad- 
vertising Research Foundation, 
sponsored a resolution calling on 
NARTB to petition the FCC that 
the issues in the subscription tv 
case be enlarged to include sub- 
scription radio. 

Mr. Kobak’s resolution was re- 
ported, but not recommended, by 
the resolutions committee and was 
promptly tabled. 


® The NARTB’s official stand on 
the burning issue of pay-as-you- 


® Thursday morning’s session, 
which spotlighted the heads of the 
four tv networks, played to stand- 
ing room only. Sylvester L. Weav- 
er Jr., president of NBC, discussed 
the television programming of the 
future and emphasized the import- 
ance of powerful networks to a 
prosperous television service. 
“The future of television will see 
a great deal more of the spectac- 
ular, the one-shot. But tv will still 
have all forms. This is the real 
truth about television that the crit- 
ics misunderstand, and so do too 
many of us,” Mr. Weaver said. 


@ Mr. Weaver’s visions of a “really 
prosperous network setup” follow 
these lines: 

“First we would be developing 
hits on a much more organized 
basis, and our regular half-hour 
and hour shows would reflect this. 
This will come about not because 
of any greater effort, but because 
we will finally sell the principle 
we at NBC at least started with 
back in 1949—rotation of advertis- 
ing. If we had sold the Saturday 
night revue—Show of Shows’— 
as planned (which we didn’t be- 
cause of FCC opposition), we 
would have established this basic 


form that allows gambles and pro- 


the periphery of the industry. We 
in the networks mean too much 
to the American future to be hob- 
bled,” Mr. Weaver asserted. 


reappraisal.’ ” 


® Frank Stanton, president of the 
Columbia Broadcasting System, 
told the meeting that CBS will 
underwrite a “comprehensive, im- 
partial nationwide study of what 
the public expects of television. 
“Let us here give it the working 
name of ‘Committee to Survey 
What the Public Wants from Tele- 
vision.’ It will be composed of dis- 
tinguished members of the public 
representing the arts, religion, la- 


in the radio-tv industry. 


favor of the networks. 


space,” the publisher stated. 


political scientists and television 


critics.” than they did in radio. 


= After setting up the committee, 
CBS will step aside. The group 
will then “deliberate as to the 
ways in which the public interest 
would best be served by a better 
knowledge of what the public the 
wants and expects of television and | said. 
what it means to the public. Let it) 
then denominate the areas and Coldwater Names Mathews 
methods it chooses for major in- 
vestigation. 

“Let it then develop a list of the 


centrate Marketers, has 


ing questions on which public 


opinion of all degrees should be food Corp., New York. 


Mr. Ethridge said Congress has 
the duty as well as the right to look 
into the whole question and see if 
a new law or regulation is needed 


® On the question of who should 
control tv shows, he cast a vote in 


“We might even copy the news- 
papers in that we would have sole 
control of our editorial content, 
and sell advertisers the adjoining 


“There has been some slight 
move toward that in television,’ 
bor, industry, education, social and | he said. “In fact the networks have | nodge Corp.; E. L. Williams, Fair- 

more control over their tv programs) ¢hijd Publications; 


most difficult, vexing or perplex-| named v.p. and director of market- Leeds Advertising Agency, 
ing and sales for Coldwater Sea- 


lishing Corp.; Philip H. Hubbard, 
Reinhold Publishing Co., was 
named Ist v.p.; Nelson Bond, exec. 
v.p., publications division, Mc- 
Graw-Hill Publishing Co., 2nd v.p.; 
Edgar W. B. Fairchild, Fairchild 
Publications and N. O. Wynkoop, 
McGraw-Hill Publishing Co., were 
reelected secretary and treasurer, 
respectively. J. S. Crane, Sim- 
mons-Boardman Publishing Co., 
|\was chosen eastern regional v.p., 
and Herbert A. Vance, Vance Pub- 
lishing Co., was reelected midwest- 
ern regional v.p. 

New directors elected are 
Charles Whitney, Whitney Pub- 
lishing Co.; Robert Marshall, F. W. 


Andrew J. 
|Haire Jr., Haire Publishing Co.; 


“I think it’s healthy. It may in| wijjiam Littleford, Billboard Pub- 


time free us from the shackles of jishing Co., and George Lockwood, 
the poll takers and the bright) paper Trade Journal. 


young men in advertising agencies | 
who are largely determining pro- 
gram content on a basis of what! 


they want to sell,” Mr. Ethridge ¢or 1954 showed a slight decline in 


| Discussion of the outlook for 
| business publishing indicated a 
strong growth trend, though reports 


page volume and rising costs which 
reduced net profits, 


; 


Martin Mathews, a co-founder Chapman Named Art Director 
of Snowcrop Marketers and Con-| Alton Chapman has been ap- 
been | pointed creative art director of 
Mi- 
ami. He was formerly art director 
| of Goldman & Shoop, Pittsburgh. 
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Mahoney Lashes 
Radio Men on 
Rates, Ratings 


(Continued from Page 2) 
a station manager, I would forbid 
the mention of tv by my sales- 
men.” 
In other take-offs on the state 
of radio today, Mr. Mahoney: 


® Called for an industry-wide 
movement for the restoration of 
the “fair rate card” to radio. 
“Nothing contributes so much to 
lack of pride in the medium as 
when a salesman has to present 
a rate card and say: ‘It doesn’t 
mean too much,’” he commented. 
“If rates are fair and square, stand 
behind them; if not, change them.” 


® Called also for an industry-wide 
service to end conflicting rating 
reports. Here, though, Mr. Ma- 
honey charged: “I don’t think any 
of you has the courage to back 
one service.” 


® Urged that stations and net- 
works give the same status to ra- 
dio programming as was given in 
the 1930s. Mr. Mahoney praised 
Sylvester M. Weaver, National 
Broadcasting Co. president and 
developer of the “Monitor” plan. 
He urged that others “hire bright 
new ta.ent, challenge them and 
give them freedom to meet the 
challenge.” 


® Hit sales promotion mailings as 
“a complete waste of money.” 
They “never answer the basic 
question—‘how good a buy is it?’” 
he charged. 

Except for Mr. Mahoney there 
was almost no remaining trace of 
the white heat of indignation 
among radio men that predomi- 
nated in the three previous 
NARTB meetings. Two reasons for 
this were advanced here: 

1. A better selling position, de- 
spite the decline in network sales. 


ALL-PETS MAGAZI 4 


8 Forest Place Fond du VCC TTS 


an ON REGULAR ANC BATH SIZE 


- Sweet EART SOAP 


=" STOCK UP 


Hate 5 ee 


THIS CAKE at % PRICE when you buy two at usual price. 


Why We Offer You This Great Saving 
We make this money-saving offer for a very simple reason. 
We have such faith in SweetHeart . . . and what SweetHeart 
Care will do for the loveliness of your skin . . . that we be- 
lieve, once you try it, you'll never be happy with any other 
soap. So we invite you to try SweetHeert, while this giant 
Va Price Sale lasts. See for yourself why 9 out of 10 leading 
Cover Girls—the lovely models you see on your favorite mag- 
azines — prefer pure, mild SweetHeart to any other brand. 


While special ¥: price packs last, get 


SWEETHEART ... . The Soap That AGREES with Your Skin 


" REGULAR AND BATH SIZE 
@ THE MORE YOU BUY—THE A 


MORE OF SAME—Advertisers continue to offer “half price” sales that 


of three bars, with the third bar 


are not half price. In this newspaper ad, sent to AA by Ed P. Kohl 
of Seattle, Sweetheart soap blazons a half-price sale in the head- 
line, when the offer—explained in the text—actually is for a pack 


at half price “when you buy two 


at the usual price.” 


Most stations seemed to be reap- 
ing dividends as a result of heavy 
selling at the local level. 

2. Apathy. Commented one 
broadcaster: “The radio stations 
have pretty well given up on get- 
ting any help from the govern- 
ment or the tv operators. They 
know they’ll have to be their own 
salvation.” 

Perhaps the nearest thing to a 
rebellious feeling to be detected 
was a growing—but quiet—deter- 
mination to split up, at least part- 
ly, the radio-tv alliance and hold 
radio-only meetings in the future. 


® Around the networks, CBS Ra- 
dio made the most news with an 
affiliates’ meeting in which it pro- 
posed to run counter to the “Moni- 
tor” tide and raise, not lower, its 


weekend rates. The new rates, 


' scheduled for Aug. 25, would be on 


a par with daytime rates, giving 


the network a “single rate” card. 


Generally, the affiliates ap- 
proved the move, which CBS de- 
scribed as “sticking to the time- 
honored program pattern,” and a 


'“constructive thing for the indus- 
| try.” 


Agreement was held up, how- 
ever, by another proposal—a trade 
in which CBS asked for a lower 
percentage of payment to the sta- 
tions on network sales. In ex- 
change, the net offered some 70- 


Ss. 


*, 


America’s leading 
advertisers 

look to LANDAU 
for outstanding 


painted displays 


OUTDOOR ADVERTISING COMPANY 
3627 N. Smedley St., BA 9-5500, Phila. 40, Pa. 


second “station breaks” which 
would follow foreshortened pro- 
grams, and which the stations 
could sell locally. 

Unable to agree here, stations 
and network made plans for an- 
other meeting within the next two 
weeks to conclude the deal. 


= At ABC, the affiliates were also 
orderly, in a joint ABC-TV and 
Radio meeting in which the radio 
end hardly got a word in edge- 
wise. ABC President Robert Kint- 
ner drew big applause, however, 
with a strong stand against fur- 
ther rate cuts, and with pointed 
references to concealed rate cuts 
in the “Monitor” plan. 


® The only network to follow the 
“Monitor” trend (all were ex- 
pected to) was Mutual, which of- 
fered its affiliates a new sales 
package whose programming 
somewhat resembled the “Moni- 
tor” format. Labeled “CCompanion- 
ate Radio” by E. Johnson, v.p. in 
charge of station relations, the new 
format was to have a vignettes- 
and-spots structure like that of 
the NBC offering. 

To go with this, Mutual pro- 
posed to break up the announce- 
ment lengths on its participation 
shows into other-than-minute seg- 
ments ranging from five to 90 sec- 
onds. And in a bid for the “satura- 
tion” advertisers’ dollars, it sliced 
six seconds from its long station 
breaks in order to offer the time 
as “quickie spots.” 

In still another offering—bor- 
rowing this time from NBC-TV— 
Mutual has definitely set for July 
1 a new 10:30-11 “Mutual Morn- 
ing” show. If this is successful, 
the network will follow with other 
half-hours called “Mutual Mati- 
nee” and “Mutual Evening.” 


WABC-TV Appoints Two 


Jay Hoffer, formerly promotion 
manager of WJAR and WJAR-TV, 
Providence, has been named to 
head advertising and promotion 
for WABC and WABC-TV, New 
York. Lawrence L. Wynn has been 
named sales Manager of WABC- 
TV. Formerly an account executive 
for the station, Mr. Wynn succeeds 
the late J. Trevor Adams (AA, 
May 16). 


Southern Airways to Agency 
Day, Harris, Mower & Weinstein, 
Atlanta, has been named to han- 
dle advertising for Southern Air- 
ways, Atlanta. 'fugh A. Deadwyler 
Advertising, Charlotte, N. C., han- 


dled this account previously. 
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Census Takers Explore Buying Habits 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, May 26—If current 
trends continue the census taker 
is going to become quite an expert 
on consumer buying habits, He 
has just completed a study on 
smoking. Now he is doing one on 
purchases of selected food items, 


Secretary Weeks pointed out that 
the $55 billion construction indus- 
try accounts for 15% of gross na- 
tional product, and provides jobs 
for 8,000,000 workers on the site, 
or in manufacturing. He contended 
that it would be penny-wise to 
deny funds for information which 
is urgently needed to assure the 
and he is preparing another on/| economic health of such an indus- 
sales of fish and shellfish in pub-| try. 

lic eating places. a * . 

All these surveys are carried out} Postal Deficit: Deliberately or 
by the Census Bureau under con-| otherwise, the Hoover Commission 
tracts with other government) has given a new weapon to those 
agencies which have special re-| who contend that the Post Office 
sponsibilities in these fields. Often, | deficit is far bigger than it ought 
as in the smoking and food buying| to be. 
surveys, the information is picked In its discussion of “business en- 
up by the census taker through|terprise” operations by the gov- 
added questions in the regular| ernment, the Hoover group took 
monthly sample study of employ-|a cold look at parcel post activi- 
ment which is carried out by the/ ties of the Post Office Depart- 
census field staff. ment. It contended that parcel post 

The cigaret and cigar smoking} rates, already double the 1945 lev- 
study was carried out in February|el, ought to be increased some 
under a grant from the cancer in-/| more. 
stitute of the Public Health Serv-| To establish its case, it pointed 
ice. Preliminary results were| out that parcel post lost $30,000,- 
ready several days ago, but the re-| 000 in 1954. Then, to make the 
lease has been delayed because] figure more impressive, it talked 
the top echelon in the Department} about “hidden costs,” such as em- 
of Health, Education and Welfare| ploye retirement funds, custodial 
has been too busy with polio prob-| costs and depreciation, which are 
lems to give an okay. not charged into the operating 

The food buying study, covering} costs of the Post Office Depart- 
25,000 households, will be financed | ment. 
by the division of program sur- The Hoover Commission con- 
veys of the Agricultural Marketing| tends that these “hidden costs,” 
Service. It is supposed to produce} totaling $151,000,000, ought to be 
information on the market for| considered in postal rate making. 
such items as frozen orange juice, (Ed. note: Actually, the Hoover 
fresh oranges, butter, oleomargar-| Commission’s deficit figure for 
ine, flour, fresh lamb and coffee.| parcel post is wrong. Actual par- 
It will relate purchases to popu-| cel post losses in 1954 were $10,- 
lation data, such as size of family | 000,000, on a volume in excess of 
and other characteristics. $543,000,000. The Hoover Commis- 

The study of fish and shellfish} sion’s $30,000,000 deficit figure 
sales has been arranged by the| lumped parcel post with catalogs, 
Fish and Wildlife Service of the} books, library books and nominal 
Department of Interior. About 5,-| mailing rates for the blind, which 
000 establishments will be covered, | are all big losers.) 
including restaurants, cafeterias, . e e 
drug stores, lunch counters and| Boom in Autos: How big is the 
hotels, Questions to be asked will| automobile market? It’s mighty 
cover types and amounts of fish| big, according to recent studies by 
and shellfish sold, and methods| the Federal Reserve Board. In the 
used to promote the sale. past few years, the number of reg- 

* * . istered passenger cars has in- 

Builders United: The building| creased from 50,000,000 to nearly 
industry is 100% behind Com-| 70,000,000. Last year, the board 
merce Secretary Sinclair Weeks in| Said, one fourth of all consumer 
a drive to salvage the govern-| Units were involved in the pur- 
ment’s revitalized construction| Chase or sale of a car. Though a 
statistics program, Worked out in third of all “consumer” units still 
conferences involving many gov- do not have cars, there was vir- 
ernment and private groups, the| tually no change in 1954 in the 
program tries to eliminate over-| Proportion owning automobiles. 
lapping and inadequacies in the| But the proportion owning two 
current supply of construction sta-| 07 More cars, roughly 7.1% of all 
tistics. About $1,500,000 is in-| “spending units,” has doubled in 
volved, and all of it has been de-| the past six years. 
nied by the House appropriations 
committee. Eastman Buys Fall Show 

Much of the information is, Eastman Kodak Co., Rochester, 
needed so that builders will have | N. Y., will sponsor a 30-minute 
a better picture of the market out-| film series entitled “Screen Direc- 
look. For example, one project, tors Playhouse” starting in October 
planned by Business and Defense in the company’s present time spot 
Services Administration, is a sur-| on NBC-TV. Some of the stories, 
vey of 15 metropolitan areas, fo} to be directed by top motion pic- 
determine the number of vacan- ture directors, will be filmed in 
cies. color. Eastman, which dropped 

In his appeal to the Senate ap- “Norby” after a short run, is car- 
propriations committee this week, rying reruns of films on NBC-TV. 
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How media buyers are scheduling advertising 
in Washington, D.C.- 


richest mass market 
in the country 


The Washington, D.C. metropolitan area, with 
$7,584 average family income is the richest mass 
market in the country, according to Sales Manage- 
ment’s 1955 survey of buying power. 


The collective judgment of media buyers as to 
the strongest advertising medium in this richest 


of mass markets is evidenced in linage figures for 
March and April. 


The Washington Star’s two month advertising 
lead over Washington’s morning newspaper was 
a whopping 1,805,218 lines. 


Advertisers know from experience that ¢t zs a family 
habit in Washington to shop the ads at home in the 
evening ...in The Washington Star. 


‘The Washington Star 


EVENING AND SUNDAY Stor 


Represented nationally by: O’Mara and Ormsbee, Inc., 420 Lexington Ave., NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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Supply, Demand Both Big as Stations’ 
Shop NARTB Exhibits for Film Buys 


(Continued from Page 3) 
ersleeve” at the Hal Roach studios. 


with Raymond Massey as the spy- 
master, and the Ina Ray Hutton 


In addition NBC Film has in its 
inventory 16 other programs in- 
cluding “Victory at Sea”, which is 
now going into its fourth and fifth 
runs, and re-runs of “Dragnet,” 
syndicated under the title, “Badge 
714”; “Hopalong Cassidy”; “Dan- 
gerous Assignment”; “Inner Sanc- 
tum” and “Life of Riley,” in mar- 
kets not covered by the network 
sponsor, Gulf Oil. 


= Guild Films. Major emphasis in 
the Guild suite was on five new 
series. Members of Congress were 
invited to see a special screening 
of “Confidential File,” a documen- 
tary drama covering various social 
problems. Screenings also were 
held for “The Goldbergs”’; “I Spy,” 


You can expect just 
go much from 


Limited Coverage 


To hatch the big sales you’re after 
in the billion-dollar soft drink 


& 


industry, ere 


trated, industry- 
wide coverage 
you get ONLY 
with a vertical 
publication— 


the top buy in its field 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 


CUD new York 17, nv 


Information headquarters for the billion- 
dollar industries they serve — 
@ Candy Industry 
® Bottling Industry 
®@ Candy Industry Catalog 
and Formula Book 


musical variety show. Billed as 
coming soon was the “Brother 
Mark” series, an adventure story 
being filmed in Munich. 

Guild also exhibited its eight 
current programs which cover 
everything from wrestling to re- 
ducing. George Liberace was on 
hand to help plug his brother’s 
show. Other offerings included 
Johnny Mack Brown westerns, 
“Conrad Nagel Theater” and a big 
batch of feature films—660—ac- 
quired from Motion Pictures for 
Television. 


= RCA Recorded Program Serv- 
ices, which has been easing its way 
into the film syndication business 
slowly but now is looking for new 
shows for an expanded operation, 
hired a hillbilly band to whip up 
interest in “Town and Country 
Time.” 

This show, which stars Jimmy 
Dean, is available in color and b&w 
in the 15-minute version. In addi- 
tion, three half-hour versions have 
been filmed in monochrome. 

The Texas Wildcats, who made 
with mountain music for the con- 
vention goers, are featured in the 
series. 


= Screen Gems has two new pro- 
ductions that will be available for 
syndication—in some markets at 
least—in the fall. “Jungle Jim,” 
starring Johnny Weismuller, is 
now in preparation. “Celebrity 
Playhouse,” a new dramatic series, 
will be sold locally in markets not 
included in the Falstaff beer line- 
up for the show. 

This producer-syndicator also 
was taking orders for first runs or 
re-runs on several shows including 
“Rin Tin Tin,” “Jet Jackson” and 
the “Big Playback.” 


® MCA-TV was promoting five 
new major features, including the 
123 Gene Autry and Roy Rogers 
films owned by Republic Pictures; 
which recently became available as 
a result of a Supreme Court deci- 
sion. MCA-TV representatives 
claimed sales totaling $4,000,000 
have already been completed for 
these films, still unreleased. 
Other new MCA-TV offerings 


were 39 half-hour “Dr. Hudson’s| 
Secret Journal” films, starring 
John Howard as the famous Lloyd 
C. Douglas character; the Ray Mil- 
land shows, which will be syndi- 
cated for re-runs next year, and 13) 
half-hour. “Touchdown” features, | 
to be air expressed weekly within | 
48 hours after game time this fall. | 

At the MCA-TV suite, broad-| 
casters could be photographed with 
Preston Foster or Thomas Mitchell. 
The suite was decked out in a cir- 
cus motif. MCA-TV shows were 
listed on individual placards along 
one wall, under a heading “The 
Greatest Tv Shows on Earth.” A 
revolving floor stand topped with 
the figures of a big black seal, dis- 
played samples of merchandise 
promotions available with “Drag- 
net,” “Waterfront” and other 
MCA-TYV shows. 


= National Telefilm Associates 
drew the crowds with a widely 
advertised buffet “flown from 
Lindy’s.” While most exhibitors 
were setting up drinks, NTA of- 
fered corned beef sandwiches and 
cheesecake (the eating variety). 
Its hospitality was promoted in ad- 
vance with trade-paper ads. 

NTA reported good response to 
its “Fabulous 40” film package, one 
of the offerings it was stressing 
this week. Introduced only a week 
ago and featuring films whieh sell 
“for a little more than average 
price,” it had already been placed 
in 14 markets, with 40 others ready 
to close, according to Harold Gold- 
man, v.p. for sales. Mr. Goldman 
was predicting that at least $750,- 
000 in sales will be completed as 
a result ‘of the convention. 


® Sterling Television Co. “broke” 
a new sales approach with a pack- 
age featuring new African adven- 
ture footage for use by stations in 
locally developed programs. The 
deal provided sound effects re- 
cordings and program notes to 
help stations build scripts around 
the adventure shots. Sterling’s sales 
pitch told how WCAU, Philadel- 
phia, developed “Captain Nemo,” 
a local personality, around the 
film. Sterling also distributed, 
for the first time, a catalog pic- 
turing itself as a source of “ ‘round 
the clock” programming material. 


= Flamingo Films was off to a fast 
start Monday after word circulated 
that a shapely girl, who looked 
suspiciously like Marilyn Monroe, 


was at the Flamingo suite, being 
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?| appeal.” No date has been set for 
release of the film, but ABC Film 
still beguiled the station men with 
a personal appearance by the 
Brunhildean Sheena. 


" Ziv TV Programs laid the em- 
'|phasis on service, not sales, in its 
pitch to the broadcasters. With 


a Ve a Mea ETL ST A, Bete lk, 


ROBERT COLE has been named direc- 
tor of advertising of Olin Mathie- 
son Chemical Corp., New York. 
Mr. Cole was advertising and sales 
promotion manager of Olin Indus- 
tries before it merged with 
Mathieson last August. 


photographed in cheesecake poses 
with visiting broadcasters. 


= Down the hall, Atlas Television 
Corp. was selling “Captain Z-Ro”, 
an adventure personality who 
turned up at the big moments of 
history just in time to save the 
day. There are 26 episodes avail- 
able. 


= U. M. & M. had a new series of 
52 Gabby Hayes features, edited 
westerns with Hayes doing the 
narration, and a series of 39 “New 
Orleans Police Department Adven- 
tures.” The company also talked 
about a new Sherlock Homes 
series, with Sheldon Reynolds, 
which will be available in June. 


® Official Film emphasized “My 
Little Margie” and Stu Erwin 
films, both re-runs now available 
for syndication. It also talked 
about “The Adventures of the 
Scarlet Pimpernel” which will be 
available in the fall. 


= General Teleradio film division 
greeted conventioners with a string 
of 13 feature length films—addi- 
tions to the “Million Dollar Movies” 
package it presented at last year’s 
convention. Like the earlier group, 
the new series is largely accumu- 
lated from the banks, where the 
films had gone after indifferent 
runs in theaters. 

The original “Million Dollar 
Movies” package has been fabu- 
lously successful for General Tele- 
radio, according to Dwight Martin, 
v.p. and director of the division. 
Put together for something like 
$1,250,000, it grossed well over $2,- 
000,000 in its first year. 


® ABC Film Syndication turned a 
female Tarzan loose on the broad- 
casters, in the shape of “Sheena, 
Queen of the Jungle.” “Sheena” is 
the title of a new film series, and 
also of the star figure. She’s an 
amply proportioned 6’ 1” blonde 
who wears a leopard sarong. She 
swims, wrestles, runs and swings 
from treetops. 

In addition to sex appeal, Sheena 


nothing brand new in the way of 
films, Ziv worked to sell the sta- 
tions on the value of a well-inte- 
grated promotion, at the local 
level, of the films it already is sell- 
ing. 

The company was offering a 
complete promotion package of 
such films as “Science Fiction 
Theater,” including teaser films, 
advertising and press copy, mats 
and photos—all designed to steam 
up the listeners. 

“While we’re not an agency, in 
a sense we have to play the role of 
one,” commented E. J. Broman, 
central division sales manager. “Tv 
is an expensive medium, with 
limited client prospects in each 
town. We must see that each ad- 
vertiser gets the ultimate possible 
value.” 


15 Business Paper 
Editors Win Neal 


Achievement Awards 


Hot SPRINGS, Va., May 27— 
Fifteen editors of business papers 
were scheduled to be honored here 
tomorrow as winners of the first 
Jesse H. Neal Editorial Achieve- 
ment Awards offered by the As- 
sociated Business Publications. 

Burnham Finney, editor, Amer- 
ican Machinist, and Alvin W. 
Knoerr and George P, Lutjen, edi- 
tor and managing editor, respec- 
tively, of Engineering & Mining 
Journal, will be presented with 
first prizes in the two categories 
of the contests. Finney will be 
honored for a series of editorials 
on automation and the guaranteed 
annual wage, and Knoerr and Lut- 
jen for a series of articles on 
uranium mining. e 
= Winners of awards of merit in 
the two categories are: Class A— 
Arthur A. Hood, editor, American 
Lumberman & Building Products 
Merchandiser; James G. Lyne, 
president, Simmons-Boardman 
Publishing Corp.; Waldo G. Bow- 
man, editor, Engineering News 
Record, and Julien Elfenbein, edi- 
tor-in-chief, Housewares Review. 

Class B winners are Philip 
Salisbury, editor, Sales Manage- 
ment; Gurney Breckenfeld, news 
editor, House & Home; Dahl M. 
Duff, international editor, The Oil 
and Gas Journal; Donald O. Carl- 
son, associate editor, American 
Lumberman & Building Products 
Merchandiser; Jane Jacobs, asso- 
ciate editor, Architectural Forum; 
Stephen M. Elonka, associate edi- 
tor, Power, and John Crichton, 
executive editor, and James V. 
O’Gara, associate editor, ADVERTIS- 
ING AGE, 


has, it is hoped, “great feminine: 


The awards were established last 
year, 


If you sell 


remember that professional 
and amateur performers 
and entertainers keep them- 
selves informed through 
the new DOWN BEA 

... a top market for your 
products. 

More than 50,000* buy it... 
More than 100,000 read it... 


Write today for complete market information! 


DOWN BEA 


© publication 


2001 Calumet Ave: 
Chicago 16, Ill. 


Everything in the World about the World of Mucio 


a maher Down Beat—Country and Western Jamboree—Record Whirl—Up 
Beot—Music—Beverages—Radio y Articulos Electricos—Bebidos— 
Lo Formacia Moderno—La Tienda—Elaboraciones y Envoses— 
publishing since 1934 Radio y Articulos Electricos Catalog File—Bebidas Annvol Directory 


*ABC audit 
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APA President Rips 
U.S. For Filing of 
Anti-Trust Suit 


Cuicaco, May 26—Oscar M. 
Dugger, v.p. and western advertis- 
ing manager of Progressive Farmer 
and president of Agricultural Pub- 
lishers Assn., this week criticized 
the U. S. government for filing 
an anti-trust suit against the 
American Assn. of Advertising 
Agencies, the American Newspaper 
Publishers Assn. and other media 
groups, including the agricultural 
association. 

Mr. Dugger’s full statement fol- 
lows: 

“We are making a careful study 
of the allegations of the complaint 
which has been filed by the gov- 
ernment. 

“This action challenges and seeks 
to destroy a system of orderly reg- 
ulation of a public service which 
has grown in stature through the 
years to a place where it has as- 
sumed a status comparable to that 
of a profession. The orderly man- 
ner in which the responsible people 
conducting these services have 
been able to reasonably regulate 
this service industry has kept 
down, and in fact almost stamped 
out, numerous bad business prac- 
tices which the government itself 
has on many occasions condemned 
and sought to eliminate. 


s “This shows very clearly that the 
lines must be drawn and this ac- 
tion determined on the basis of 
whether any service business has 
a right to regulate, and within rea- 
sonable limits control, bad business 
practices and irresponsible per- 
sons in the conduct of that service. 

“It seems a strange thing that 
government would condone and 
encourage the self-regulation of 
the legal profession and the ac- 
counting profession, but would at- 
tempt to destroy the efforts to sim- 
ilarly regulate and «control those 
rendering a comparable high-level 
public service in the advertising 
business.” 


ARB Network 
TV Ratings 
Week of May 1-7, 1955 


All figures copyright by 
American Research Bureau 


Rank Program Rating 
1 1 Love Lucy (Philip Morris, 

Procter & Gamble, CBS) ........ 47.9 
2 Toast of the Town (Lincoln- 

Mibeaiore, STIR jecrecescsagessenyreeqocosies 45.3 


3 You Bet Your Life (DeSoto- 
Plymouth, NBC) 

4 I’ve Got a Secret (R. J. 
Reynolds, CBS) 

5 This Is Your Life (Hazel Bishop, 
Procter & Gamble, NBC) 

6 Stage Show—Dorsey Brothers 
(Nestle Co., CBS) 

7 Person to Person (American Oil, 
Hamm Brewing, Noxzema, 


GE ccalitapesaptenthb chasidsotintareamevint 35.5 
8 Two for the Money (Old 

"ee 35.2 
9 Jack Benny (Lucky Strike, 

DD sitini cask seticeniececincnisoccseemmsentntes 34.9 
10 Ford Theater (NBC)  .......ccccccessseee 34.4 

Viewers 

Rank Program (000) | 
1 Toast of the Town (Lincoln- 

Mercury,CBS)  ....cccccceereeeeeeeneee 45,000 
2 1 Love Lucy (Philip Morris, 

Procter & Gamble, CBS) ........ 42,750 
3 You Bet Your Life (DeSoto- 

Plymouth, NBC) 2.0.0... 34,240 
4 Jack Benny (lucky Strike, 

CIGD crshdectricqnaesccerncetiorisaeimone 33,050 
5 Stage Show—Dorsey Brothers 

(Nestle Co., CBS) .......cccereeeees 31,910 
6 Disneyland (American Motors, 

American Dairy, Derby Foods, 

BE deiinicnitardirsiiapetitlijnnnt 30. 
7 Your Hit Parade (American 

Tobacco, Warner Hudnut, 

ela 30,190 


8 I’ve Got A Secret (R. J. 
Reynolds, CBS) 

9 Two for the Money (Old 
Gold, CBS) 
Ford Theater (NBC) 


eeeeeeeeeeesesereeseneee 


Last Minute News Flashes 


Hirschberg Leaves Waters for Dowd, Redfield 


New York, May 27—Sanford L. 


Hirschberg, exec. v.p., Norman D. 


Cale 
—— 


Waters & Associates, will join Dowd, Redfield & Johnstone June 1 as | Be 
director of a new hard goods division. At the same time, at least 


Casco Products Corp., Bridgeport, Conn., and perhaps other accounts 


served by Mr. Hirschberg will move from Waters to Dowd, Redfield. 


Armour’s Chiffon Liquid Makes Debut 


Cuicaco, May 27—Armour & Co. will introduce Chiffon Liquid, a 


new dishwashing detergent, with commercials on the George Gobel tv | 


show and ads in The American Weekly, Parade and This Week Maga- 
zine in June. John W. Shaw Advertising, Chicago, is the agency. 
Colgate-Palmolive’s Glance Goes to C&hW 


New York, May 27—Cunningham & Walsh has been appointed by 
Colgate-Palmolive Co. to handle advertising for a new shampoo. The 
product reportedly will be called Glance. 


Tidy House Names McCann to Handle New Products 


SHENANDOAH, IA., 


May 27—Tidy House Products Co. has appointed 


McCann-Erickson, Chicago, as marketing and advertising counsel on 
two new products it plans to introduce nationally this year through 
grocery stores. The company at present has five products in regional 
distribution: Perfex cleaner, Tyro, Dexol bleach, Shina-Dish detergent 
and Glosstex starch. These will continue to be handled by Buchanan- 


Thomas Advertising Co., Omaha. 


Frontier Refining Names Meyerhoff 


MILWAUKEE, May 27—Arthur Meyerhoff & Co. has been appointed 
advertising agency for the Frontier Refining Co., Denver. The com- 


pany’s gasolines and intermediate 


petroleum products are marketed 


under the Frontier brand in Colorado, Idaho, Kansas, Nebraska, 
Nevada, South Dakota, Utah and Wyoming. George Grabin, manager 
of the Chicago agency’s Milwaukee office, is the account executive. 


Bon Ami Moves from BBDO to Weintraub 


New YorK, May 27—Bon Ami Co., after 11 years with Batten, Bar- 
ton, Durstine & Osborn, is moving its cleanser account to William H. 
Weintraub Co. July 1. Plans for an expanded advertising and mer- 


chandising program are being readied for Bon Ami by Weintraub 
which is credited with having developed Bab-O with bleach three years 


ago, when it had the Bab-O account. 


Gaynor Gets Piasecki Helicopter; Other Late News 


e Piasecki Helicopter Corp., Morton, Pa., has named Gaynor & Co. 
New York, to handle advertising and public relations. The account 


was last with B. K. Davis & Brother Advertising, Philadelphia. 


e President Eisenhower has forwarded to Congress the nomination of 
Richard Mack, 44 year old Florida Democrat, to succeed Frieda Hen- 
nock on the Federal Communications Commission when Miss Hen- 
nock’s term expires June 30. Mr. Mack is presently a member of the 
Florida Railroad and Public Utilities Commission, and is the third 
Eisenhower FCC appointee with a common carrier background. 


Eldridge. Barry, ‘Billion Dollar Panel’ 
Highlight AFA Golden Jubilee Program 


Cuicaco, May 26—Clarence Eld- 
ridge, v.p. in charge of marketing, 
Campbell Soup Co.; Walter R. 
Barry, v.p. in charge of grocery 
products, General Mills, and an 
eight-man panel of top advertising 
and agency executives will high- 
light the golden jubilee convention 
of the Advertising Federation of 
America which opens at the Palm- 
er House here early on Sunday, 
June 5. 

First official convention business 
is a brunch in the Empire Room of 
the Palmer House at 11 a.m. Sun- 
day, at which the Advertising 
Woman of the Year will be hon- 
ored by the Council on Women’s 
Advertising Clubs of the AFA. The 
featured speaker will be Margaret 
Bourke-White, famous photogra- 
pher and writer. 

Monday morning the convention 
will get under way with a session 


devoted to “Understanding Tomor- 


row’s Markets,” at which John E. 
Jeuck, dean of the school of busi- 
ness, University of Chicago, will 
preside over a panel which will 


| discuss the underlying changes in 


the people and characteristics of 
the American market. 


= Mr. Barry will speak at the 
Monday luncheon session, after 
which three case histories of ad- 
vertising at work will be presented 
by Russell Z. Eller, Sunkist Grow- 
ers; Wm. A. Hart, E. I. du Pont de 
Nemours, and Earl O. Shreve, di- 
rector of the savings bond division, 


890| U. S. Treasury. 


Monday evening convention del- 
egates will be guests of the Chicago 
agencies and media at a dinner, 


“billion dollar panel’ will peer 
into the future of advertising, ad- 
vertising media, agency-client re- 
lationships, etc. 

Participating in the panel will be 
Leo Burnett, Leo Burnett Co.; 
Fairfax M. Cone, Foote, Cone & 
Belding; Earle Ludgin, Earle Ludg- 
in & Co.; Melvin Brorby, Needham, 
Louis & Brorby; Ray Weber, Swift 
& Co.; Frank Cornwell, Monsanto 
Chemical Co.; John McLaughlin, 
Kraft Foods Co., and Ed Taylor, 
Motorola. Panel moderator will be 
S. R. Bernstein, editor of ADVERTIS- 
ING AGE. 


® The AFA’s annual banquet will 
be held Tuesday evening, and 
Wednesday morning the conven- 
tion will turn its attention to dis- 
tribution and retailing. Speakers 
will include Dr. Burleigh Gardner, 
Social Research Inc.; E. B. Weiss, 
marketing consultant; Lawrence H. 
Sizer, Marshall Field & Co., and 
Stephen Masters, Masters Inc., 
New York discount chain. 

Mr. Eldridge will talk at the 
Wednesday lunch, after which the 
AFA educational committee will 
sponsor two panels on advertising 
education. 

Meeting concurrently with the 
AFA will be Alpha Delta Sigma, 
national advertising fraternity, 
which is holding its own national 
convention, 


® Additional features of the meet- 
ing include the presentation of 


this year’s prize winning high 
school essay contest winner on ad-| 
the announcement of! 
nominations for advertising’s hall 
‘dance and Monte Carlo at Tam) of fame, awards to local advertis- 
| O'Shanter Country Club. Tuesday | ing clubs for various types of 


EL RRS 28,190 morning will be given over to club| achievement, and a variety of S0- | fices will be opened in London and 
mama 27,950 | activities sessions, and at lunch the| cial events. 


vertising, 


WASHDAY COLOR—E. T. Milanowski 
Advertising Agency, Milwaukee, 
produced a four-page section, of 
which this is Page 1, which ran in 
the Milwaukee Journal May 22 
for its client, Major Appliances 
Inc., local General Electric dis- 
tributor. 


Slash in Funds Will 
Delay Census Data, 
Says Sinclair Weeks 


(Continued from Page 1) 
less the funds are available to go 


>| ahead with the work on schedule, 


The actual census taking has 
already been completed for the 
agricultural census, and is in the 
“mopping up” stage for the cen- 


>} suses of manufactures and busi- 


ness. 

Through the use of newly pro- 
cured electronic equipment, the 
bureau had planned to complete 
the actual tabulating in a fraction 
of the time consumed when simi- 
lar censuses were taken a few 
months ago. There had been esti- 
mates that some results of the 
business and manufactures studies 
would be appearing this fall. 

Secretary Weeks also appealed 
for restoration of funds for im- 
provement of the bureau’s pro- 
gram of monthly and quarterly 
statistics and its annual survey 
of manufactures and retailing. He 
said elimination of these projects, 
as proposed by the House com- 
mittee, would “jeopardize the na- 
tional interest.” 

He pointed out that the retail 
survey is the only direct measure- 
ment of retail inventories and the 
benchmark of all consumer credit 
statistics. 

The secretary also appealed for 
funds to continue research with 
new electronic equipment, which 
leads to faster and less expensive 
tabulating and printing. 


McArdle Designated 
7 . [ae - 
New ‘Collier's’ Chief 

New York, May 26—Kenneth 
McArdle, who has been a member 
of the personal staff of Paul Smith, 
president of Crowell-Collier, is the 
new boss of Collier’s. Mr. McArdle, 
who has the new title of executive 
editor, succeeds Roger Dakin. 

Mr. Smith also named Vance 
Johnson, also a personal staff 
member, to be assistant to the edi- 
tor-in-chief (Mr. Smith) for edi- 
torial direction. James B. DeVries 
has been named assistant to the 
editor-in-chief for art and photog- 
raphy. 

At the same time, Mr. Smith 
announced the establishment of an 
international system of regional 
editorial offices serving Collier’s, 
American and Woman’s Home 
Companion (AA, May 23). The 
system currently involves Wash- 
ington, Los Angeles, San Fran- 
cisco and Detroit. On June 1, of- 


45 


= ws Request Raised 


= Philly Eyebrows 


a Only, Says D-F-S 


(Continued from Page 1) 


telegram, told AA that the station 
had “quoted Dancer-Fitzgerald- 
Sample our straight card rates, and 
we are hoping to get some of the 
business.” In his opinion, the other 
stations had assumed that D-F-S 
was asking for cut rates, but that 
WCAU did not assume that. 

In Chicago Mr. Pick told ApvER- 
TISING AGE that of 70 stations in 21 
markets which received the origi- 
nal telegram, only two Philadel- 
phia stations interpreted the mes- 
sage to mean anything more than 
a request for availabilities. The 
message, he said, went only to 
WCAU, WPEN and KYW in that 
city, 

“And we got statements of 
availabilities from all three Phila- 
delphia stations,” he said, “includ- 
ing the two which signed the pro- 
testing reply.” 


® He said the agency, given a hur- 
ry-up campaign request from the 
client, Lady Esther division, Zonite 
Products Corp., had attempted to 
speed things up by a day in wiring 
the stations direct. 

“We assumed that the stations 
would render their replies through 
their representatives in Chicago,” 
he said. 

It was understood that the joint 
telegraphic reply from the stations 
came from an unofficial meeting 
of the station men, called by coin- 
cidence at the time when the tele- 
grams came into the stations, and 
that this accounted for the joint 
signing. The station men told AA 
they didn’t wish to imply that they 
criticized D-F-S motives, but that 
they wanted to “clear up what 
might have been a misunderstand- 
ing.” 


Cruickshank Retires 
as Gannett Manager, 


Bittner Is Successor 


HARTFORD, May 24—Herbert W. 
Cruickshank, anticipating his re- 
tirement, has resigned as general 
manager of the Gannett Co. and is 
succeeded by Lynn N. Bittner. 

This announcement was made in 
a statement by Frank E. Tripp, 
chairman of the board, and Paul 
Miller, exec. v.p. 

Gannett Co. controls the 23 news- 
papers, four radio stations and two 
television stations of the Gannett 
group in New York, New Jersey, 
Connecticut and Illinois. The pa- 
pers include the Hartford Times, 
Albany Knickerbocker News, Ro- 
chester Times-Union, and Com- 
mercial-News, Danville, Ill. 


® The announcement said that 
while Mr. Cruickshank’s resigna- 
tion as general manager was, at 
his request, effective immediately, 
he would continue as treasurer 
and a director of the company until 
Jan. 1, 1956. Thereafter he will be 
available as a consultant. 

Mr. Bittner,who has been serving 
as general business manager, joined 
the Gannett Group in 1928 with the 
Journal, Ogdensburg, N. Y., later 
moving to Rochester, where he be- 
came advertising manager of the 
Times-Union, 


Webb Heads Station Reps 


Lawrence Webb, formerly sales 
manager of WIMA and WIMA-TV, 
Lima, O., has been named manag- 
ing director of the Station Repre- 
sentatives Assn., New York. He 
succeeds Thomas F. Flanagan, who 
has resigned but will continue as 
a consultant to the association, 
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Rates: $1.25 per line, minimum charge 


~Sote ADVERTISING Marker PLACE 


$5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 
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HELP WANTED 


HELP WANTED 


ADVERTISING PLACEMENTS 
BOB LETHBRIDGE 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill. FI-6-1155 


Suburban New York daily has desirable 
openings for energetic, capable men with 
copy and layout experience, in addition to 
selling ability. We offer insurance plan, 
incentive bonus, vacation in addition to 
Salary. Write in detail regarding your 


qualifications, giving all pertinent in- 
formation to. 
Box 7581, ADVERTISING AGE 


480 Lexington Ave., New York, 17, N. Y. 


jin Ohio city of 
| Box 7571, 


COPYWRITER with farm and industrial 
experience. Able to write collateral ma- 
terials as well as ad copy on national 
accounts. Some client contact. 4-A Agency 
300,000. 

ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


POSITIONS WANTED 


Mat & Electrotype salesman seeks new 
connection Chicago area. Agency and Di- 
rect account following. 

Box 17577, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IIL. 


BARNARD’S ALERT EMP. SYSTEM 


NATIONWIDE 
BE SURE AT BARNARD’S 
Adv. Art Publ’g Research 
WA 2-2306 202 S. State Chicago 


Have wonderful opportunity for a really 
terrific space salesman. Chicago and ad- 
joining territory. Three related business 
monthlies. Salary $7,500 plus commissions. 
$15,000 earnings probable. Give full de- 
tails. Address. 
Box 7562, ADVERTISING AGE 

480 Lexington Ave. New York, 17 N. Y. 


GAL FRIDAY 
FOR ADVERSTISING DIRECTOR 
Act as a private secretary with opportu- 
nity to advance in field of Direct Mail. 
Art or production experience helpful, but 
not a must. Will consider capable begin- 
ner. Write a selling letter why you're the 
gal for the job to: Mr. W. J. McKenna, 


Old Equity Life Insurance Co., Old Equity 


Building, Evanston, Illinois. 


ARTIST - live five minutes from work in 
nice friendly village just two hours south 
of Chicago. Ideal place to raise family. 
A real opportunity to get with a RED 
HOT NEW Agency You'll be TOP MAN. 
Salary up to $5,000 to start. Must be all- 
around artist. Write RECORD ADVERTIS- 
ING AGENCY, Fairbury, Illinois. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


EDITOR 

National construction magazine published 

New York City seeks experienced 
writer-editor. Must have strong civil en- 
gineering and construction background. 
Will work in NYC several months, then 
take over as Midwest editorial representa- 
tive in Chicago. Submit complete resume. 

Box 7545, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 


EXPERIENCED ACCOUNT MAN 
Small growing midtown agency will make 
very advantageous arrangements with ac- 
count man of 5 years experience minimum 
who has immediate billing. Send resume. 

Box 7554, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 
ALL IS GRIST 
ers which comes to our mill. 
Lila Molene 105 W. Adams St. 
ANdover 3-4424 Chicago 3, Ill. 


ACCOUNT 
EXECUTIVE 
OPPORTUNITY 
Well known agency with new 
group of keen-minded young 
men has room for another man 
on management team. If you 
would like to improve service 
on your accounts while adding 
creative ability to a complete 
agency organization, here is 
your opportunity. We want a 
man who can become a major 
factor in this agency. 
Box 386, Advertising Age 
200 E. Illinois St. 
Chicago 11, Ill. 


SPACE SALESMAN - 


MARKET RESEARCH 


LEADING U. S. 
AD AGENCY 


is seeking a man 
thoroughly experi- 
enced in market re- 
search to work in 
its Los Angeles of- 
fices. Permanent po- 
sition. Apply by 
résumé to the Los 
Angeles offices of 
our management 
consulting firm. 


Jenssen, Beam & Martin 


1908 Wilshire Bivd., Suite 7 
Los Angeles, California 


DETROIT AREA 
Col. grad. 33, 7 yrs. Adv. & Prom. field. 
Last 3 media exp. Min. $10,000. Will travel 
adj. states. Resume on request. 

Box 7579. ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 
SPACE SALLESMAN - 4 yrs. consumer 
media exp. Available soon Reasonable 
salary & Comm. N. Y. area. 

Box 17567, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 
PUBLIC RELATIONS ACCOUNT EXEC- 
UTIVE Six years N. Y. business paper 
experience plus three years radio, news- 
paper and PR. Seasoned creative writer. 
Planning, contact, placement. Wide con- 


tracts. 
ADVERTISING AGE 


Box 7578, 
480 Lexington Ave. New York 17, N. Y. 
exp. 


RADIO-TV WRITER over 6 yrs. 
Quantity AND Quality, every type of 
=~ Solid station and agency background, 


Box 7580, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


Advertising Age, May 30, 1955 


ASS'T ACC'T EXEG. 
$12 


5-6 yrs. exp. in agency contact phases, 
good all-around adv. background nee. 
Splendid opportunity with large 4-A Mid- 
west agency—this is but one of several 
fine openings available. Contact me for 
further details. 
GEORGE E. PYLKAS 

Executive Advertising Consultant 

WABASH EMPLOYMENT AGENCY 
202 S. State Chicago 4 WAbash 2-50 


TV ACCOUNT EXECUTIVE 


Desires position with agency or 
sponsor supervising all aspects of 
live or filmed television productions. 
Recently served as client contact and 
account executive with top New 
York agency on two major network 
TV programs. Thoroughly familiar 
with details of time buying, time and 
talent contracts, budgets and esti- 
mates, commercial scripts, ratings. 
Previously employed for three years 
as live production supervisor with 
major TV network. Also experienced 
in production of filmed television 
commercials. College graduate. Age 
31. Box 385, 480 Lexington Ave., 
New York 17, N. Y. 


COPY - CONTACT 


ASST. AD MANAGER 

All creative and administrative ac- 
tivities were my province as ad 
manager of a large eastern bank. 
When I resigned to take a once-in- 
a-lifetime sailboat cruise in the West 
Indies, management hired an agency 
as my replacement! Now, back on 
solid earth, I want a challenging job 
with agency or advertiser will 
to pay for oe talent. Two an 
one-half years AA gv ex- 

rience. College grad., 28. umeé. 

ox 392, Advertising Age, 480 Lex- 

ington Ave., New York 17, N. Y. 


MISCELLANEOUS 


Collections for the industry, coast to 
coast—TV, Radio, Film and Media ac- 
counts receivable. No collection—no com- 
missions. Standard Actuarial Warranty 
Co., 220 West 42nd St., New York, N. Y. 


MAIL ORDER LISTS FOR RENT 
100 catagories. Expert guidance Free 
Call WO 6-1764 or Box 7585, ADVERTIS- 
ING AGE 
480 Lexington Ave.,. New York 17, N. Y. 


Air Conditioned No. Mich. Ave. prestige 
address offers you desk space: Free fur- 
niture Phone answering’ service-Light 
4 - Bapersiaas Immediate occupancy SU 
7-17 

3 PORTABLE STAGES constructed of 
steel tubing, gray Duvateen drapery, front 
draw drapes on traverse rods. Overall 
dimensions 16’ wide, 8 10” high, 9’ 8” 
deep. Wired with 6 swivel spotlights. 
Complete with shipping boxes. Built for 
nationally known firm by outstanding 
display manufacturer. Original cost $1600 
each. Will sell individually at $500 each. 
Box 7586, ADVERTISING AGE 200 E. 
Illinois St. Chicago 11, Ill. 


MERGER 
OPPORTUNITY 


Chicago agency billing up- 
wards of $1,500,000 (mostly 
consumer) would like to 
join with one or more simi- 
lar operations to form orga- 
nization in 4 to 5 million 
bracket to realize advan- 
tages in overhead, addi- 
tional services and person- 
nel. Write in confidence 
Box 398, Advertising Age, 
200 E. Illinois St., Chicago 
11, Ill. 


LIFETIME OPPORTUNITY 


Nationally-known Chicago pub- 
lishing company has opening for 
a keen, conscientious, capable, 
and energetic young man as a 
printing buyer. Must be a college 
graduate and have at least five 
years’ experience in a _ printing 
business. Knowledge of composi- 
tion and engraving desirable. Un- 
limited future for right man. 
Box 396, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LASALLE, CHICAGO 2, ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


Wanted To Buy — FARM 
OR FARM TRADE PUBLICATION 


We're interested in adding another farm 
magazine. Prefer one with national cir- 
culation covering special fields of livestock 
or agriculture ...or a trade publication 
reaching farm dealers or processors. Your 
reply held in strictest confidence. Box 397, 


AVVERTISING AGE, 200 East Illinois 
Street, Chicago 11, Illinois. 
The Midwest's n 


BIRCH 


outstanding placement 
service for Adv. - Art & 
allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6-5670 


Executive 
riocement 
Counselors 


COPY or COPY-CONTACT 


Copywriter on accounts you know for 2 
top 4-A agencies. Also sales, contact from 
retail to exec. level. 8 years diversified 
consumer-industrial experience. Young, 
alert, enjoy hard work. Family. Will re- 
locate but not N. Y. Eager for more re- 
sponsibility. Write at once to: Box 391, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, Ill. 


LAYOUT ARTIST—ART DIRECTOR 


Large midwest retailer and manu- 
facturer has outstanding oppor- 
tunity for an imaginative aggressive 
oung man (25-35) interested in 
Aen | artist-art director sition. 
Should have experience in handling 
complete newspaper campaigns in- 
cluding visuals and purchase of final 
art. Unusual lucrative company ben- 
efits. Our employees know about 
this opening. Write full details, in- 
cluding salary requirements to Box 
388, Advertising Age, 200 E. Illinois 
St., Chicago 11, Il. 


RE ———— -—— =) 
{ DOUG SMITH C. | 


A complete placement service 

of Ad men, for Ad men... by an Ad man 

who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRonklin 2-3280 


FOOL YOUR FRIENDS — 


LIVE BIG, but cheap! 


Live North, near your rich friends 
and clients! Low maintenance, low 
taxes. Former Chicago ad man’s 
home. Brick ranch, 3 bedrooms, 2- 
car garage, 42 acre, 22 trees, pas- 
toral view, Bannochburn School, 
close to everything, fast train to 
Loop. Wonderful life for tykes and 
you—only $26,000. Am relocating, 
must sacrifice. Call owner, arrange 
to come out. 18 Oakwood Drive, Del 
Mar Woods, Deerfield, Illinois. 
Phone: Deerfield 1236-J. 


ASSISTANT 


ADVERTISING MANAGER 


TOP ACCOUNT EXECUTIVE 
FOR PACIFIC COAST 


with opportunity to become 
important agency stockholder 


Leading Coast agency requires a man with 
minimum of 10 years experience but not over 
40 years old. Should be an A.E. or head on major 
accounts, national or regional. 


Package goods, food or beverages merchan- 
dising vitally important; account of high stand- 
ing—a leader in its line in the West. You will 
be backed up by group of creative and media 
people who now work closely together on ac- 
count; but you will be the quarterback. Sound, 
careful thinker who plans ahead, knows media, 
copy, merchandising and above all, how to work 
with other people. A permanent job with oppor- 
tunity to acquire important stock interest; prof- 
it-sharing trust and bonus plan. Salary open. 
Congenial associates in long-established agency. 
Write in strict confidence, Box 400, Advertising 
Age, 200 East Illinois Street, Chicago, Illinois. 


Opportunity for capable young man to 
make himself invaluable to the leading 
manufacturer in a rapidly growing indus- 
try in building materials field. The right 
man has had practical experience in 
agency or manufacturer’s advertising de- 
partment—can write well, has a working 
knowledge of graphic arts, and a willing- 
ness to do the detail work required of any 
junior executive. Plant is located in 
pleasant Indiana city of 20,000. Salary— 
$5,500 to $6,500 plus year-end merit bonus. 
Replies held in strictest confidence. Box 
number 394, Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill. 


Creative Copy Writer 
with Agency Experience 
Key spot for right man whose 
agency background includes cre- 
ation of solid trade paper ads, 
general consumer ads and direct 
mail. Past record and samples 
must show depth and ability to 
produce stimulating ideas. Write 
fully in confidence to this recog- 
nized Midwestern agency. Box 
393, Advertising Age, 200 E. Illi- 

nois St., Chicago 11, Il. 


WANTED: COPYWRITER 
DECIDEDLY CREATIVE 


If you'd like to write for a relaxed 
exceptionally keen, successful Chi- 
cago agency, a top salary is yours— 
if you’re our man. You're our man if 
you’re now employed, with a shin- 
ing versatility in creating provoca- 
tive ideas that sell in print and TV. 
Your experience covers many prod- 
ucts—including cosmetics and drugs. 
You're a team worker, with ability 
to inspire others. Our accounts are 
leaders. Our people are pros. 
Resumé to Box 389, Advertising 


Age, 200 E. Illinois St., Chicago 11, 
Illinois. Our staff knows of this ad. 


conversation 
with 
an artist 


“We need two artists . . . but let's 
face it, we want two very special 
kinds of guys.” 

“Look friend, I'm happy where 
lam.” 

“Well, then maybe you're not for 
us. We're looking for the fellow that 
has a little more creative ability 
than he’s allowed to use. Not on 
finished stuff, but on visuals and 
roughs ... in other words, a fellow 
who's heavy on the ideas. It's ideas 
that have made our company grow. 
Over a $200 million business an- 
nually.” 

' “Agency?” 

“No... we're a large corpora- 
tion in a small Eastern city, with an 
advertising department of about 60. 
Lots of diversified products . . . both 
consumer and industrial." 

“Hmm. How big is the art depart- 
ment?" 

“Six at the moment... all crea- 
tive men... most of them have 
been with us for a good while.” 

“Oh, oh... sounds like | start at 
the bottom of the heap.” 

“Not at all. We're after idea men 
and we pay a man for what he can 
contribute. But there are a lot of 
reasons the boys stay besides 
money .. . it's a terrific place to 
live, lots of historical and cultural 
interests, a fine substantial company 
that offers a future . . . nice people 
to work with. A good place‘to bring 
up a family.” 

“Look, I've had only a year's ex- 
perience since I've been out of the 
Army ... I'm 25." 

“So? If you like the sound of 
things (and you're creative) look us 
over. If you have a friend (up to 35) 
we'll talk to him, too. Why don't you 
drop us a line? We'll send you an 
application, and if things look prom- 
ising we'll have you in for an inter- 
view.” 

“Expenses paid?” 

“Sure expenses paid! And you'll 
enjoy the day here, too. Write as 
soon as you get a minute.” 


BOX NO. 395 
ADVERTISING AGE 
200 E. ILLINOIS ST. 

CHICAGO 11, ILL. 
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Advertising Age, May 30, 1955 


Liquor Advertising Dipped 1.2% in ‘54; 
Magazines Showed Only Gain: Corrado 


(Continued from Page 3) 
mates were made, with the help 
of partial data from local news- 
papers, general sales trends, etc. 

“Blends are the most important 
category of liquor products using 
newspapers, accounting for about 
39% of the total investment by the 
industry in the medium,” the 
handbook says. “Straights are sec- 
ond in importance, while bonds are 
in third place, followed by Scotch 
and gin. 

“Some of the blends that have 
lost position in recent years have 
reduced their newspaper adver- 
tising expenditures, along with re- 
ductions of outlays in other me 
dia.” : 


= “Liquor advertisers have be- 
come important users of color ads 
with large space,” the handbook 
says. “Where newspapers have 
made this feature available, liquor 
advertisers have been among the 
first to use it and have contributed 
importantly to its steady develop- 


YOUR BIGGEST STEP FORWARD 


Reputable Ad Agencies all over the country 
are learnir that ‘‘a Cadillac Recommenda- 
tion’’ is all the assurance they need when 
adding to their staffs. If you are an experi- 
enced ad man looking for room to expand, 
it will pay you to learn about my high-level, 
confidential service. 

FRED J. STEFFENS 

Executive Counselor 

CADILLAC EMPLOYMENT AGENCY, INC. 
220 So. State, Chicago 4, WA 2-4800 


ADVERTISING MAN 


Large midwest retailer and manufacturer 
has outstanding opportunity for an ag- 
gressive young man (25-35) to coordinate 
and help plan newspaper, radio and TV 
advertising of numerous Branch offices. 
Should have experience in organizing and 
planning newspaper advertising schedules; 
layout experience helpful; radio and TV 
station or agency background desirable but 
not necessary. Unusual company benefits. 
Our people know about this opening. Write 
full details, including salary requirements 
to Box 387, Advertising Age, 200 E. Illinois 
S8t., Chicago 11, Il. 


“Our 44th Year” 
West Coast Account 
Exec., Foods $15,000 


Minimum 5 year exp. handling 
maior account in food/beverage 
eld. 


GLADER CORPORATION 
“The Agmney > Agency” 
Staney D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


Director of Advertising 
Well-known company in con- 
sumer packaged field needs ex- 
perienced Director of Advertis- 


ing. 

Sizeable budget ... top N. Y. 

Agency. 

Associates mostly young, com- 

i. aggressive. All swell guys. 
lease state past earnings in your 

work history so that we will know 

if you approximate our pattern. 

Sa , nus, welfare, pension 

and liberal vacation plan. 

The challenge and opportunity 

both are large. 

All contacts in strictest confidence. 

Box 399 Advertising Age _. 
480 Lexington Ave., N. Y. 17, N. Y.* 


An Art Director 

with 18 years of 
professional experience 
in execution and design 
of art for advertising, 
films for education, 
industry and television, 
layout for consumer 
and trade campaigns— 
seeks a position with 
an agency devoted to 
the principle that 

good design 

is good advertising. 
Advertising Age, 

Box 390, 

480 Lexington Ave., 
New York, N. Y. 


ment and growth. They will prob- 
ably continue to be among the ma- 
jor users of color wherever it is 
made available. 

“Seagram is the largest user of 
newspapers,” the handbook says, 
“with an outlay of $9,441,700 in 
1954. National Distillers was next 
in importance, with an expendi- 
ture of $6,655,500, followed by 
Schenley with $5,881,750, Hiram 
Walker with $2,073,450 and 
Brown-Forman with $1,563,656.” 

These are the ten most adver- 
tised brands in newspapers in 
1954, with their approximate out- 
lays: 


Seagram’s 7-Crown ... $3,050,000 
Calvert Reserve ...... 1,650,000 
ee GOO ook kes eee 1,175,000 
Schenley Reserve ..... 1,110,000 
Early Times .......... 1,094,915 
Old Hickory .......... 970,000 
Fleischmann Pfd ..... 625,000 
Ancient Age .......... 590,000 
Four Roses .......... 560,000 
YS oT a as a ag 532,000 


= Six of these brands are blends 
and the other four (Old Crow, 
Early Times, Old Hickory and 
Ancient Age) are straights. 

Liquor advertising in magazines 
rose 5.4%, to $23,762,331, in *54— 
almost equal to the ’51 peak of 
$23,808,555. 

The blended whisky category is 
still the largest user of magazines, 
according to the Corrado hand- 
book. It accounts for about 20% 
of total magazine expenditures by 
liquor advertisers. Scotch adver- 
tisers moved into second place in 
54, edging out bonded whisky ad- 
vertisers by a slim margin for the 
first time in years. Straight 
whisky, gin and Canadian adver- 
tisers ranked next in order. 

“Magazine advertising of liq- 
uors,” the handbook says, “fol- 
lows several specific patterns. Ma- 
jor whisky brand advertising is 
full-page, four-color space. Such 
schedules are usually on a regular 
basis to earn frequency discounts, 
although major distillers run gin 
advertising in the summer in the 
magazines they select, as a sea- 
sonal substitute for their whisky 
advertising.” 


® Some brands use extra (more 
than once a month) insertions in 
November and December instead 
of running their whisky ads 
through the summer. A few adver- 
tisers maintain some whisky ad- 
vertising in magazines even in the 
wa months. 

“Most other products use frac- 
tional pages, and some outstanding 
campaigns have been developed 
in small space, with the use of two 
colors. 

“Life receives more dollars of 
liquor advertising annually than 
any other magazine,” the hand- 
book says, “but The New Yorker 
gets more pages than any other 
magazine. 

“Big volume brands usually use 
space in a general bi-weekly or 
weekly, such as Life, Collier’s, or 
Look, for maximum national cov- 
erage in numbers of families, and 
also select specific publications 
in other categories to supplement 
this basic coverage. Bonded bour- 
bons use the men’s magazines and 
high income audience publications, 
as do Scotch advertisers. Where 
budgets are adequate, they also 
use the large circulation weeklies.” 


® Next to newspapers and maga- 
zines, distillers spend more for 
point of sale promotion than they 
do in any other advertising medi- 
um. Point of sale materials such 
as window displays, counter cards, 
island units, back-bar signs, and 
novelties are widely used by most 
distillers. No exact data on how 
much is spent for this type of ad- 
vertising is available. Expendi- 
tures for 1954 are estimated to 


have been about $18,163,354, about 


> 

* a, 

New King- Size. .. Fie « bingesine thirst, it's mighty nice, 

- dust tight, tea, for “tee with jeal” 


ot 
Sieg 


COLA CONTRETEMPS—Shortly after Pepsi-Cola ads ap- 
peared in Chicago thanking Chicagoans for “making 
Pepsi the No. 1 drink” in that market, Coca-Cola 


. in the Chicago Area 
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spreads announced the debut of 12-oz. Coke bottles 
in the Windy City. By no means abashed, Pepsi ran 
a page taunting the “newcomer” in the 12-oz. field. 


$234,348 under estimated expendi- 
tures for ’53. 

Outdoor advertising constitutes 
the fourth major medium used by 
the liquor industry. Outdoor ad- 
vertising of liquors in ’54 was cut 
by a little more than 4%, accord- 
ing to the Corrado handbook. 

Individual company figures and 
exact brand data are not available 
for publication. Total investment 
by the liquor industry in outdoor 
advertising in °54 is estimated at 
about $12,000,000. 


® Schenley has been the biggest 
user of the medium since 1946, 
the handbook says, and probably 
accounts for about 30% of total 
liquor expenditures for outdoor 
advertising. Seagram is probably 
still in second place, although Na- 
tional should be a close third in 
the light of its expanded program 
on behalf of Old Crow. 

Schenley Reserve is probably 
the most advertised brand in out- 
door, followed by Seagram’s 7- 
Crown. Old Crow is probably the 
most advertised bourbon in the 
medium, closely followed by Early 
Times. 

Liquor companies have been 
purchasing more spectaculars in 
major cities, the handbook notes, 
and some of the most impressive 
electrical displays in such cities as 
New York, Chicago and Los Ange- 
les are liquor signs. 
Transportation advertising is 
the fifth important medium used 
by the liquor industry. Expendi- 
tures in this medium are estimated 
to have been cut about 14% in 54, 
to $1,230,268. 


= The decline was largely due to 
the sharp reduction in expendi- 
tures in the medium by both Na- 
tional Distillers and Hiram Wal- 
ker. Seagram and Schenley cut 
their outlay in transportation ad- 
vertising only slightly during the 
year, while the Puerto Rican rum 
promotion used the medium for 
the first time. 

Several brands which had drop- 
ped out of the medium in 1954 
(such as Hiram Walker’s Impe- 
rial) have resumed transportation 
advertising in 1955, the handbook 
says. It predicts that the total out- 
lay for liquor advertisers this year 
should be ahead of 1954. 

Seagram Distillers is the big- 
gest advertiser in the medium, ac- 
counting for more than half of 
total expenditures by the liquor 
industry. It is followed in order 
by Schenley, National and the 
Puerto Rican rum _ promotion 
(Rums of Puerto Rico). 


® The most advertised brand in 
this medium is Calvert Reserve, | 
which has maintained its leader- 


Carstairs has the second largest | 
expenditure, followed by Schen-| 
ley. 


Total transit advertising gros- 


ses around $20,500,000, some of 
which is purely of a local nature, 
the handbook points out. National 
advertisers account for about $17,- 
000,000 of the total. Liquor usage 
of the medium represents about 
7% of total revenues and would 
probably be higher if it were not 
for restrictions in some _ areas 
against liquor advertising. Most 
of the liquor items promoted in 
transit advertising are popular- 
price items with broad appeal. 


LIQUOR USE FELL 2.7°% 
IN ‘54: SOME TYPES UP 


New YorK, May 24—Despite the 
2.7% drop in total liquor consump- 
tion in 1954 (a drop to 189,507,867 
gallons from ’53’s 194,724,875 gal- 
lons), the year set new consump- 
tion records for Scotch and Ca- 
nadian whiskies and vodka, ac- 
cording to the seventh annual liq- 
uor report issued today by True. _ 

The magazine’s report, based on 
data prepared by Benjamin W. 
Corrado, liquor consultant, shows 
that in °54 vodka gained 20.7% 
over °53, Scotch rose 5.7% and 
Canadian whisky increased by 
2.3%. 

Among domestic whiskies, 
straight whisky (chiefly bourbon) 
showed a 7.6% gain, while bonded 
whisky was up 1.8%. Spirit blends 
suffered a 10.2% decline. 


® Brancy gained 3%, gin in- 
creased 1.9%. Rum registered a 
1.8% decline. Cordials and liqueurs 
suffered a 9.3% setback, the big- 
gest decline shown by this category 
since 1947. 

Liquor consumption in the 15 
largest volume markets in '54 ac- 
counted for 72.6% of the U. S. to- 
tal. The top five states in order 
still are New York, California, Illi- 
nois, Ohio and Pennsylvania. 

Beer consumption decreased 
nearly 3,000,000 barrels in 54 for 
an estimated total of 82,450,484 
barrels. This was 3% below ’53’s 
consumption. 

The report lists consumption of 
liquor by type, and comparisons 
are made with the previous year’s 
figures. 


Court Upholds Tax Evasion 
Conviction of Arthur Samish 


The tax evasion conviction of 
Arthur H. Samish, one-time pow- 
erful and colorful California liquor 
lobbyist, was upheld in a unani- 
mous decision of the ninth U. S. 
circuit court of appeals May 20. 
The 17-page opinion, written by 
Judge Richard H. Chambers, found 
that the evidence against Samish 
had been “overwhelming” and that 
he had been “fairly convicted.” 

Samish has been free on bail 


H. NORMAN NEUBERT 


New YorK, May 24—H. Norman 
Neubert, 39, a product manager for 
Lever Bros. Co. and a former ad- 
vertising and sales promotion man- 
ager of National Broadcasting Co., 
died May 19 after a short illness. 
Born in Brooklyn, Mr. Neubert 
was graduated from Brown Uni- 
versity. In 1943 he became public 
relations manager for R. H. Macy 
& Co. He resigned in 1950 to join 
NBC to organize and manage a 
merchandising department for sta- 
tions owned and operated by the 
network. In 1951 he was named 
manager of sales development, ad- 
vertising and promotion for the 
company’s National Spot Sales de- 
partment. In 1952 he joined Lever 
Bros. Co. as brand advertising 
manager, and later was made 
product manager for Surf and 
Swan. He was a member of the 
Sales Executives Club of New 
York. 


FRANK H. MEEKER 


New York, May 24—Frank H. 
Meeker, 66, former national ad- 
vertising manager of the old New 
York Herald and former senior 
partner of Scolaro, Meeker & Scott, 
newspaper representative, died 
May 18, after a long illness. He re- 
tired from active business in Janu- 
ary, 1954, after 46 years in the 
advertising business. Born in 
Brooklyn, he attended Northwest- 
ern Military Academy and began 
his business career as a salesman 
for Ward & Gow, a New York 
transit advertising agency. In 1919 
he joined the Herald as an adver- 
tising salesman and worked his 
way up to national advertising 
manager. In 1933 he formed his 
own newspaper representative 
company. Two years later it be- 
came Osborn, Scolaro, Meeker & 
Co. In 1949 it was reorganized as 
Scolaro, Meeker & Scott. Mr. 
Meeker was a former president of 
the American Assn. of Newspaper 
Representatives. 


SAMUEL LIEBMANN 


New York, May 24—Samuel 
Liebmann, 81, a former president 
of Liebmann Breweries, died May 
18 at his home here. Born in 
Brooklyn, he was a grandson of 
the original Samuel Liebmann, 
founder of the brewery, and was 
graduated in 1894 from the school 
of mines, Columbia University. 
Later he studied brewing here and 
abroad before joining the family 
business and served in several ca- 
pacities before becoming president. 
He retired in 1924 to devote his 
time to charity. He was a former 
director of the Jewish Child Care 
Assn. and the Home for Hebrew 


following his sentence to three| Infants, and was a founder of the 


by Federal Judge O. D. Hamlin 
after his conviction by a jury in 


| 


ship position there for many years. | years in prison and a $40,000 fine| joint purchasing committee of the 


Federation of Jewish Philanthro- 
pies. Mr. Liebmann was a co 


November, 1953 (AA, Nov. 2, 1953,| of the current president of the 
et seq.). 


brewery, Philip Liebmann, 
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Lets look at the /ssue/ 


THE TEN LEADING MAGAZINES 


IN AVERAGE ADVERTISING REVENUE PER ISSUE 
For first quarter 1953, 1954, and 1955 


First Quarter,1953 
MAGAZINE REVENUE 


Rotter tee = 
& Gardens 


‘sg 881 491 


First Quarter,1954 
MAGAZINE REVENUE 


Life 


$1,858,596 


First Quarter,1955 


MAGAZINE 


REVENUE 


Life 1,781,480 


Better Homes 


& Gardens *1,757,283 


Ladies’ Home 
Journal 


$1,723,864 


Ps Ladies’ Home 


$1,424,295 


Journal 


3. 
Ladies’ Home 


*1,513,677 


Journal 


. Better Homes 
& Gardens 


$1,693,641 


+ 


Saturday 
Evening Post 


$1,349,930 | 


Saturday 
_ Evening Post 


$1 355,632 


Good 
Housekeeping 


$1,075,316 


~ Woman’s Home 


_ Companion , 


‘McCall’ bens 315 


"Family C Circle. “$899,7 773 


-*966,146 


Good 


_Housekeepmg | 7 7 


McCall’s 


1,027,391 


Family Circle 


$1,057,091 | 


~ Saturday — 
- Evening Post 


"McCall’s 


Housekeeping 


| $1,349,167 | i 


bean 


a 061 486 


oe ‘ 7. 


930,908 


- 


Family Circle 


$1,024,538 


Look $867,744 


Look > 


“917377 


$838,042 


Farm Journal 


Woman’s Home 


*849,954 


Companion 


Farm Journal 


$880,465 


10. 


SOURCE: 


811,009 


Woman’s Day 


PIB 


10. 


Farm Journal 


849,605 


©. 
Woman’s Home 
- Companion ij 


The Magazine of Tidetherneia: ae MeCalls , 


230 PARK AVENUE, NEW YORK 17, N.Y. 


$799,398 
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